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ABSTRACT 
 
IS MAJOR LEAGUE BASEBALL STRIKING OUT? 
IN-GAME ADVERTISING AND ITS EFFECTS ON AMERICA’S PASTIME 
 (Under the direction of Dr. Christopher Newman) 
 
  The purpose of this thesis is to determine the effectiveness of in-game 
advertisements at Major League Baseball games. Average attendance at Major League 
Baseball games has been steadily declining for years. Simultaneously, the average length 
of a professional baseball game has increased significantly. Secondary research has 
shown that just a few minutes of advertising per game could add up to hours of extra 
playing time per season. There is ample research available on the evolution and 
frequency of in-game advertisement, but little has been done to study the actual 
effectiveness of in-game advertising. Therefore, I conducted primary research in the form 
of a national survey, in order to determine whether in-game advertising is effective.  
 Given Major League Baseball’s current situation, the results of this survey are 
especially relevant. In-game advertisements may be tied to a wide array of consequences, 
which affect both game attendance and average game length. Throughout this thesis, I 
propose that excessive in-game advertisements are a key underlying factor that has led to 
low attendance numbers and longer games. By conducting a national survey, I gathered 
data on consumers’ perceptions of in-game advertisements at Major League Baseball 
games. Based on those data, along with a compilation of secondary research, I have 
recommended several solutions that could leave Major League Baseball, its players, 
consumers, and advertisers all better off.
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I. INTRODUCTION 
Purpose 
 The purpose of this thesis is to determine whether or not in-game advertising is 
effective at Major League Baseball (MLB) games. Recent game attendance indicates that 
fans may be deterred from attending Major League Baseball games. For years, high 
prices have been the assumed cause for low attendance numbers at Major League 
Baseball stadiums (Time, 2016). However, upon further research, it is clear that there is 
more to the attendance problem than just high price tags.  
It is my theory that the advertisements that frequent Major League Baseball 
games are linked to an array of unintended consequences that have contributed to	
consistently low attendance numbers. Throughout this thesis, I will refute the long-
accepted theory that high prices are uniquely responsible for poor attendance and 
demonstrate how the evolution of in-game advertising at Major League Baseball games 
has inadvertently deterred fans from the game, while also proving ineffective for the 
companies who sponsor them. Then, I will recommend several solutions that will benefit 
not only Major League Baseball, but also the companies whose advertisements target 
Major League Baseball fans.  
 
The Problem  
  Major League Baseball has always stood apart from other professional sports 
leagues due to its timelessness and deep-rooted traditions. For years, baseball fans have 
	 8	
had the luxury of relying on Major League Baseball’s consistency and familiarity, 
contrary to the constant rule changes and modernization of others such as the National 
Football League. Overall, Major League Baseball has seen very little change throughout 
the 113 years of the league’s existence. While stadium capacity has increased and replay 
technology has been discovered, the basic rules of the game have remained relatively 
unscathed.  
For most baseball fans, the term “America’s Pastime” provokes images of a fun-
filled, beautiful day at the ballpark with family and friends. After all, Major League 
Baseball games have been a sanctuary for baseball fans since the league was founded in 
1903. Unfortunately for the young fans of today, however, memories of Major League 
Baseball games may never be the same. Due to profit-driven decisions by the league and 
its’ recent commissioners, the timeless reputation of Major League Baseball is on the 
verge of being tarnished. Yes, Major League Baseball is a business and, as such, it has 
the necessary objective of making a profit. It makes sense that Major League Baseball 
wants to implement changes in order to increase revenues. However, the manner in which 
the league and its’ commissioner are attempting to achieve that objective is flawed.  
The current changes that Major League Baseball is implementing to the game are 
not only ineffective business strategies, but they are also changing baseball, as America 
knows it. In an effort to expand as a business, Major League Baseball has carelessly 
engaged in dishonorable and ineffective practices, which has thus deterred fans from the 
game. By refusing to acknowledge the effects of excessive in-game advertising and by  
changing the traditional aspects of the game, Major League Baseball is breaking ties with 
its’ loyal fan base. In the coming chapters, I will explain the fallacies of the relationship 
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between low attendance and higher ticket prices, describe the history of advertising in 
Major League Baseball and how it has evolved over the years, demonstrate the effects in-
game advertising has on today’s game, and analyze the effectiveness of such 
advertisements. These analyses will show that there are more beneficial ways for Major 
League Baseball to increase attendance and achieve their revenue goals, while also 
maintaining the integrity and timelessness of the game. Further, it will show that 
companies who pay millions of dollars for in-game advertising are not using the most 
effective advertising strategies and marketing techniques available to them. If Major 
League Baseball does not make adjustments soon, “America’s Pastime” will never be the 
same. 																						
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II. THE BIG PICTURE 
Game Attendance 
 
 Game attendance is perhaps the most important factor to consider in the business 
of Major League Baseball (MLB). If attendance is poor, MLB misses out on revenue 
from not only ticket sales, but concessions, parking, souvenir purchases, and so on. Every 
unsold seat at a Major League Baseball game represents potential profits that have been 
lost, simply by not filling that seat. This concept can be further illustrated using the 
following example, given that the capacity of Turner Field, home of the Atlanta Braves, 
equals 49,743 (ESPN, 2016).  
During the 2015 season, Turner Field maintained an average capacity of 50.3% 
(ESPN, 2016). The average price of a Major League Baseball ticket in 2015 was $29.94 
(Statista, 2016). This indicates that for every home game the Atlanta Braves played in 
2015, they missed out on approximately $740,185 in revenue- just from ticket sales 
alone1. If this held true for every home game the Braves played in 2015, they would have 
forfeited about $59,954,968 in ticket sales2. Imagine how much higher the actual 
potential revenue would be when factoring in other stadium purchases such as drinks, 
snacks, souvenirs, etc. It is important to note that this example is merely an estimate, as 
some ticket prices 
																																																								1	49,743 x 49.7% x $29.94= $740,184.79	2	$740,184.79	x	81	
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are much higher/lower than the MLB average, and stadium capacity may fluctuate with 
each game. Nonetheless, this average provides a clear representation of the financial 
impact attendance can have on a team.  
Figure 2-1 illustrates average MLB attendance from 2005-2015 (ESPN, 2016). As 
shown in Figure 2-1, MLB attendance appears to have flat-lined since 2013. The highest 
average attendance shown was in 2007. It is no surprise that 2008 brought with it a major 
decline in MLB attendance, as the drop was probably indicative of the Financial Crisis of 
2008 when additional spending on leisure activities, such as baseball games, was put on 
hold by consumers. It is strange, however, that the average attendance hasn’t risen back 
up since then, considering many believe that Major League Baseball has been 
continuously growing over the years. It has always been assumed that higher ticket prices 
are the exclusive cause for low attendance, but the following section indicates otherwise.  
The Price of Attendance 
The price of attending a Major League Baseball game begins with, of course, 
ticket prices. Unfortunately for fans, ticket prices have been vastly increasing for many 
years. At first glance, it would appear that higher ticket prices are responsible for poor 
MLB game attendance. However, looking more closely, it becomes evident that this may 
not be the case. While it is true that ticket prices have steadily increased over the years, 
so has U.S. disposable personal income, indicating that there may be other factors 
influencing consumers’ decisions.  
To perceive this more clearly, Figures 2-2 and 2-3 depict the average MLB ticket 
price and the average U.S. disposable personal income (DPI), respectively, over the last 
ten years.  
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According to the U.S. Bureau of Economic Analysis, U.S. disposable personal 
income has increased significantly over the years (Trading Economics, 2016). MLB 
ticket prices have also steadily increased, with $31 being the average price of a ticket in 
2016, compared to a mere $21.17 in 2005 (ESPN, 2016). Looking solely at MLB average 
attendance and ticket price, it would appear that rising ticket prices have caused fans to 
lose interest in attending games. Hover, due to the simultaneous increase in U.S. 
disposable personal income, it seems there is more to the story than just ticket prices. In 
theory, baseball fans should be able to afford the higher ticket prices since they have a 
higher disposable personal income, but MLB attendance numbers challenge that theory.  
To clarify, I’m not suggesting that ticket prices have no affect on attendance. I’m 
merely proposing that there is much more to the problem than what Major League 
Baseball would like to admit. I absolutely believe that excessive ticket prices are an 
important piece of the equation that has led to poor attendance statistics. Here’s why:  
On July 16th, 2016, I went to see the Tampa Bay Rays play the Baltimore Orioles 
at Tropicana Field. It was a Saturday during the summer and the first pitch was scheduled 
for 6:05pm. Tropicana Field is a covered dome, preventing any and all weather issues 
that typically cause game delays or cancellation. It could not have been a more perfect 
setting for a baseball game, yet the stadium was nearly empty. Figures 2-4 and 2-5 are 
photos taken from the stadium just minutes before the first pitch was thrown. 
As you can see, there were more vacant seats than occupied ones- by far. I sat on 
the visitor’s side of the Rays’ stadium at the very end of the left field line, yet my ticket 
was still $30- only $1 less than the MLB ticket average for 2016. The section to the right 
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of me was priced at $90 per ticket, even though both sections had practically the same 
view of the field. 
Major League Baseball is known for differentiated ticket prices, meaning that the 
better seats cost more than the “nose bleed” seats or those off to the side. While it seems 
like a fair and effective concept, it does no good when fans are choosing between “over 
priced” and “extremely over priced” for tickets to see their favorite teams. A family of 4 
who wants to see the Rays play on a Saturday summer evening shouldn’t have to choose 
between spending $120 to sit on the opposing team’s side and $360+ to sit anywhere 
else.  
Further, ticket prices drastically fluctuate between MLB stadiums. The Tampa 
Bay Rays had one of the lowest average ticket prices in 2015, third only to the San Diego 
Padres and the Arizona Diamondbacks (Team Marketing Report, 2015). So if the same 
family of 4 from the previous example wanted to see, say the Boston Red Sox or the New 
York Yankees, they would be facing costs from $200+ for the same stadium view as the 
$120 Rays’ tickets.  
Clearly, ticket prices do have an extreme impact on attendance numbers for Major 
League Baseball teams. However, I do not believe this is the only factor deterring fans 
from the game. In 2015, despite having the third lowest average ticket price in Major 
League Baseball, the Tampa Bay Rays were ranked dead last in attendance numbers 
(ESPN, 2016). And despite having the highest average ticket prices in the entire league, 
the Red Sox and the Yankees were ranked #7 and #4, respectively, for 2015 attendance 
(ESPN, 2016).  
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Looking at all of this collectively, it doesn’t make sense that high prices are 
uniquely responsible for driving away die-hard baseball fans. Because U.S. disposable 
personal income has increased alongside ticket prices and the most expensive stadiums 
have maintained some of the highest attendance numbers, it is up to further investigation 
to determine the real cause of Major League Baseball’s low attendance epidemic. Ticket 
prices are not exclusively responsible for deterring fans from Major League Baseball 
games. In fact, one of the biggest influencers of attendance at Major League Baseball 
games is perhaps the least suspected factor of them all.  
I propose that a substantial increase in advertising at Major League Baseball 
games has provoked key changes to not only the rules of the game, but also the integrity 
and timelessness of America’s pastime, which has therefore caused a manifestation of fan 
disinterest.  The remainder of this thesis will describe the evolution of advertising at 
Major League Baseball games and how excessive advertising has gradually eroded the 
emotional connection fans have with the game, causing disinterest and low attendance. 
Then, I will introduce a study in which I tested the effectiveness of in-game advertising to 
see why there is such a push to keep them in play. Finally, solutions to the problem will 
be proposed.   	
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III. EVOLUTION OF IN-GAME ADVERTISING 
First Advertisements 
 
 The first advertisements at professional baseball games date back to the early 
1900s, when Wheaties was accidentally invented. The famous General Mills cereal was 
created when wheat bran spilled onto a stove, resulting in crispy flakes (Doyle, 2010). 
Though it may seem insignificant, the conception of Wheaties in 1921 jump-started a 
series of events that eventually leads to today’s “Advertising Age” of Major League 
Baseball. By taking a closer look at these events, today’s overwhelming presence of in-
game advertisements can be better understood, and thus, more easily analyzed in later 
sections.  
 When General Mills began marketing for Wheaties, they wanted to highlight an 
association between the cereal and professional sports, especially baseball. Not long after 
its creation, Wheaties appeared on a billboard over Nicollet Park, then home of the 
Minneapolis Millers minor league team (Doyle, 2010). By 1934, Wheaties began 
spotlighting professional athletes on cereal boxes, in order to boost sales and establish 
their brand (Doyle, 2010). By incorporating professional athletes such as Lou Gehrig 
(New York Yankees) and Jimmie Fox (Philadelphia Athletics) on their packaging, 
Wheaties hoped to establish their brand as “The Breakfast of Champions” (Doyle, 2010). 
Through these marketing approaches, General Mills became one of the first companies to 
use professional baseball as an advertising strategy.  
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Other companies, like Coca-Cola, found their own unique ways of associating 
professional baseball with their products. In the 1960s, Coca-Cola made a deal with the 
Players Association, which bought the right to use players’ pictures inside bottle caps for 
a mere $60,000 a year (Koppett, 1998).  Every time consumers opened a bottle of Coke, 
they would see a photo of a professional baseball player, instantly forming a correlation 
between Coca-Cola and the professional baseball league. These bottle caps are shown in 
Figure 3-1 (D’Angelo, 2016). 
  By the 1980s, other forms of advertising began popping up in the world of Major 
League Baseball. Announcers like Harry Caray of Wrigley Field could be seen holding a 
certain brand of beer, for example, in broadcast booths during on-air time. In 1988, Harry 
Caray interviewed comedian Bill Murray in the broadcast booth of Wrigley Field. Shortly 
into their exchange, Harry Caray handed Bill Murray a Budweiser, conveniently using 
the slogan “this Bud’s for you” while the two were on the air (Berg, 2013). While this 
form of advertising is more a bit more direct than the Coca-Cola bottle caps or the 
Wheaties cereal boxes, they still offered little disruption to the usual flow of baseball 
games and were kept to a minimum throughout broadcasts. Advertising of today, 
however, is a whole different ballgame.  
 
In-Game Advertisements Today 
 In-game advertisements are much more frequent today than in the past, and they 
have extended to areas of baseball that have never before been used for advertising 
purposes. Instead of using professional players and teams to promote their brands outside 
of the stadium, companies now pay large sums to have their names displayed in major 
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league stadiums (Sandel, 2012). Not only do companies have the ability to buy 
advertising space virtually anywhere inside professional baseball stadiums, but they also 
have access to stadium naming rights and announcing contracts.  
In 1994, only one Major League Baseball stadium was considered corporately 
sponsored- but as of 2014, only 9 stadiums had retained their original names (Morran, 
2014). That means in twenty years, twenty MLB teams sold their naming rights at least 
once. One of the biggest deals in regard to naming rights occurred in 2006 when 
Citigroup paid $400 million for the right to name the New York Mets’ new ballpark Citi 
Field (Sandel, 2012). Some teams, like the San Francisco Giants, have gone through 
name changes more than once. The Giants have played in Candlestick Park, 3Com Park, 
PacBell Park, SBC Park, and AT&T Park- all within a span of six years (Morran, 2014).  
 While there are outright monetary perks to selling naming rights, there may be 
reason for teams to hold out on their original names. The nine remaining original stadium 
names are Dodger Stadium, Yankee Stadium, Fenway Park, Wrigley Field, Nationals 
Park, Marlins Park, Angel Stadium, Kauffman Stadium, and Oriole Park (Morran, 2014). 
Out of those nine, five are ranked in the top ten for average attendance in the 2016 season 
(ESPN, 2016). 7 of the 9 are ranked in the top half. While purely speculative, it appears 
the teams who emphasize tradition over profit are the ones who bring in the most fans 
during the season. This will be further explained in the next chapter, when branding is 
explained.  
Unfortunately, the battle over naming rights doesn’t end with the countless signs 
that adorn stadiums, but rather, it extends to the specific words and phrases that 
broadcasters use (Sandel, 2012). For example, the Arizona Diamondbacks’ stadium was 
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renamed Bank One Ballpark after the naming rights were bought by a bank. In addition to 
the stadium naming rights, the deal detailed that the Diamondbacks’ broadcasters must 
call each Arizona home run a “Bank One blast” (Sandel, 2012). Further, AT&T is paying 
for broadcasters to announce an “AT&T call to the bullpen” when certain teams make a 
pitching change (Sandel, 2012).  
Before moving on, it is important to note the major difference between past and 
present advertising approaches. Unlike the first forms of advertisements at professional 
baseball games, today’s strategies are much more intrusive and disruptive to the game. 
While advertising has always played a part in professional baseball, advertisements of the 
past did so with minimum disruption. Today’s advertising, on the contrary, has no 
bounds. Excessive in-game advertising has caused many severe consequences, which will 
be identified and explained in the following chapter.  
 
  
 
	 19	
IV. EFFECTS OF IN-GAME ADVERTISING 
Effects of In-Game Advertising on MLB Players 
Background 
 An article published by Fox Sports this year reported that MLB commissioner 
Rob Manfred is concerned about game length (Schwartz, 2016). In fact, Fox Sports 
reported the average game length for the 2016 Major League Baseball season at three 
hours and 26 minutes (Schwartz, 2016). To put this in perspective, the average game 
length for a nine-inning game in the 1970s was two hours and 30 minutes (Gonzalez, 
2010). That’s an increase of almost an entire hour- 56 minutes to be exact. Nick Schwartz 
of Fox Sports keenly points out if a current MLB fan watches one season of his/her 
favorite team, a small increase of four-minutes per game adds up to almost 11 extra hours 
of baseball (Schwartz, 2016). Looking at Schwartz’s example, it is easy to see why the 
commissioner is so concerned about game length. Just a few extra minutes per game can 
add up very quickly. Because of this logic, Major League Baseball is rightfully taking 
action to address the issue of game length. However, the changes being made are sadly 
misdirected.   
 In an effort to shorten the length of Major League Baseball games, new rules have 
been implemented to pick up the pace of the game. Many believe the slower pace of 
Major League Baseball games can be attributed to new player habits, such as pitchers 
taking too long between pitches and batters frequently stepping out of the batter’s box. 
Some of the newly implemented policies include a pitch clock, a clock counting down the 
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time between half innings, and a rule requiring batters to keep one foot inside the batter’s 
box throughout an at-bat (Futterman, 2015). The pitch clock, which has already been 
established in the minor leagues, requires pitchers to throw a pitch every 20 seconds. If 
the clock expires before a pitch is thrown, a ball is called. The new clock between half 
innings is set at a strict two minutes and 25 seconds, with the exception of nationally 
televised games, during which the clock is set at two minutes and 45 seconds. Lastly, the 
batter’s box rule only allows batters to step out of the box after a swing or after a time out 
has been called (Futterman, 2015). While I believe Major League Baseball has reason to 
shorten game length, there are some major issues with these new implementations.  
 
Pitcher Injury 
It is unethical for Major League Baseball to impose a pitch clock on pitchers 
because rushing pitchers on the mound could put them at an increased risk of injury at a 
time when player injury is already on the rise. According to the American Journal of 
Sports Medicine, 3072 players were placed on the disabled list between the 2002 and 
2008 seasons (Anz, 2010). That’s about an average of 439 players per season and the 
numbers have only since increased. Further, the American Journal of Orthopedics 
reported that over the last few years, the largest proportion of players on the disabled list 
belonged to pitchers who were out with shoulder and elbow injuries (Conte, 2016). So, 
professional baseball pitchers, specifically, have been facing significantly higher rates of 
injury in recent years than any other position players. Unfortunately, pitcher injury is 
very common due to the unnatural quality of the pitching motion. When a pitch is 
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thrown, substantial forces and torques are placed on the elbow and shoulder, often 
resulting in injury (Anz, 2010). 
Not only do pitchers get injured more frequently than other players, but they also 
face higher risks of re-injury. “Tommy John” surgery is a common operation through 
which the medial ulnar collateral ligament (MUCL) is reconstructed in injured pitchers 
(Conte, 2016). Another study introduced by the American Journal of Sports Medicine 
followed 147 professional pitchers and found that not only does performance decline 
across several metrics post-surgery, but about 57% of professional pitchers end up back 
on the disabled list (Makhni, 2014). In other words, once a pitcher undergoes Tommy 
John surgery, they’re not likely to return to their full pitching potential, and they also face 
an increased risk of re-injury. This makes it even more essential for Major League 
Baseball to protect their pitchers from an initial injury.  
Even further, injured players can take a huge financial toll on MLB, giving the 
league all the more reason to protect their pitchers. The American Journal of Orthopedics 
brilliantly demonstrates this concept in one of their studies by calculating the financial 
cost of placing players on the disabled list. They explain that the league is responsible not 
only for paying the injured player his daily salary during the time that he is unable to 
play, but also for paying a replacement player for that same duration (Conte, 2016). In 
their example, an additional expense of $15,000 is generated just from the injury of one 
pitcher over the course of 15 days. The cost of placing pitchers on the disabled list will 
only rise with the increasing frequency of pitcher injury in Major League Baseball. 
For these reasons, it would make more sense for Major League Baseball to 
encourage pitchers to take their time on the mound and avoid injury at all costs. MLB has 
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a moral obligation to protect its’ pitchers. Putting them at an increased risk of injury in 
order to shave a few minutes off game length violates that obligation. If moral obligation 
alone is not enough to convince Major League Baseball the idea of a pitch clock is 
flawed, the financial toll pitcher injury inflicts on the league should persuade them to 
reconsider.  
 
Player Habits 
Unlike the potential physical and financial harm the pitch clock presents, the other 
newly implemented rules pose a threat to the habitual tendencies of Major League 
Baseball players. Baseball players have always been known for their superstitious nature 
and specific game-time routines. For example, Elliot Johnson of the Atlanta Braves has to 
chew grape-flavored bubble gum when he plays defense, and watermelon-flavored 
bubble gum when his team is batting, or he believes his team will not perform well 
(Kurkjian, 2013). Even more fascinating is the routine of St. Louis Cardinals pitcher 
Randy Choate. When he warms up in the bullpen, Choate has to pick up every piece of 
trash before he starts to throw. When he is on the mound, he will only pick the ball up off 
the grass. If the ball is in the dirt, he kicks it onto the grass before picking it up. He has to 
throw exactly seven warm-up pitches, always packs his own bag, and runs onto the field 
the same way every time he comes into a game (Kurkjian, 2013). Superstitious players 
like Johnson and Choate believe their routines are crucial to their success as Major 
League Baseball players. Even a slight alteration to their routines could throw off their 
performance.  
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Although the half-inning clock and batter’s box rule seem like miniscule changes, 
they are sparking concern from superstitious players who fear their game-time routines 
will be disturbed. During fall ball in 2014, Dalton Pompey said he got into the habit of 
stepping out of the batter’s box during an at-bat. He believes baseball should have no 
time limit because players are used to playing a certain way (Smith, 2016). It is unlikely 
that players will be able to break their habits, even if they are penalized for breaking the 
new rules, because they have been playing with the same routines for so many years. The 
youngest Major League Baseball team in 2016 had an average age of 20.6, while the 
oldest had an average age of 30.6 (ESPN, 2016). Assuming most professional baseball 
players have been playing for the majority of their lives, their habits are at least 10 years 
old.  
Further, an article published in the Annual Review of Psychology explains how 
people repeat behaviors in familiar contexts (Wood, 2016). So, if a player has a habit of 
stepping out of the batter’s box after each pitch or taking his time between half innings, 
he will involuntarily carry out the same actions in that recurring context. This means, 
even if the players try to abide by the new rules, it is unlikely they will be able to stray 
from their current behaviors due to the unconscious nature of their habits.  
 
Player-League Relationship 
The introduction of these rules also raises questions to the level of loyalty 
between the league and its hard-working players. In business, effectively implementing 
change is one of the biggest obstacles upper-level management faces. If change is 
handled improperly, employees will feel insignificant and as a result, employee morale 
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will plummet. In this model, Major League Baseball embodies upper-level management, 
while its players are the employees.  
Player morale is expectedly plummeting because players feel the league is not 
making decisions in their best interest. Chris Sale, pitcher for the White Sox, is the 
perfect example. Sale was suspended five games for using scissors to cut up the White 
Sox “throwback jerseys” prior to a game in which he was supposed to start. When asked 
about his actions, Sale explained that the jerseys were uncomfortable and he felt that the 
team valued the promotional jerseys over his feelings (Joseph, 2016). While Sale’s 
actions may have been extreme, the whole incident could have been avoided if the White 
Sox had listened to Sale’s concerns and used a different jersey for the game.  
Major League Baseball has shown complete disregard to the well being of its 
players, while also providing an insufficient environment in which they are expected to 
perform- all because of their insatiable desire for higher revenues. Realistically, Major 
League Baseball has no product without its’ players. By subjecting the players to these 
inconsiderate changes and profit-driven decisions, the league is ultimately damaging the 
very product that brings in its revenue.  
In response to concern about the new rule changes, Major League Baseball has 
attempted to justify the decision by attributing the slower game pace to player habits. 
However, if player habit was the true instigator, why is it just now becoming an issue? 
While habits certainly differ from player to player, it doesn’t make sense that all of a 
sudden, these “new” habits have emerged, adding an entire extra hour of game time. 
What many people have failed to realize is there is a completely different factor affecting 
MLB game time- advertising. 
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Advertising & Game Length 
Major League Baseball has failed to realize, or failed to disclose, the amount of 
time announcing drop-ins and advertisements have added to game length. Player habits 
haven’t changed. The frequency of in-game advertisements has. Years ago, the only 
advertising that appeared during baseball games was product placement by announcers 
who drank a certain brand of beer on-air (Sandomir, 2013). Now, announcing contracts 
and advertising deals allow constant drop-ins and video commercials throughout the 
games. As baseball historian Curt Smith says, the overwhelming presence of advertising 
and constant broadcast interruptions give the impression that MLB no longer cares 
whether broadcasts are quality or not (Sandomir, 2013). Rather than packing fans into 
stadiums, Major League Baseball seems only concerned with how many advertisements 
they can pack within a single game.   
 New York Times writer Richard Sandomir recently wrote about the in-game 
advertising epidemic, reporting that many teams give advertisers a deal in which they add 
free drop-ins along with their 30-second commercial contracts (Sandomir, 2013). Many 
broadcasters are now required by contract to say certain catch phrases or advertising 
slogans during key points of the game. For example, some announcers must proclaim an 
“AT&T call to the bullpen” when a pitching change occurs (Sandel, 2012). Others are 
required to publicize insurance companies when a player reaches a base safely (Sandel, 
2012). A drop-in here or there may seem harmless, but the amount of time added to 
games by quickie advertisements and drop-ins is shocking when added up. For example, 
Richard Sandomir from the New York Times pointed out that WCBS had 61 drop-ins 
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during one game between the Yankees and the Twins (Sandomir, 2013).  
The beginning of this chapter showed how time adds up very quickly in 
professional baseball games. Just a few minutes of advertising per game can lead to well 
over 10 extra hours of game time over the course of a season. And, as we’ve seen, longer 
games can lead to lower attendance because fans simply do not have the time. Figure 4-1 
is a flow chart demonstrating a simplified relationship between in-game advertising, 
game length, and attendance. 
Despite what Major League Baseball might have you believe, their new 
implementations are not the best way to decrease game length. They are just a way for 
the league to protect its advertising time slots. This is yet another example of how profit-
driven decisions are actually yielding the opposite effect. By choosing to change the rules 
of America’s Pastime rather than cut out advertisements, Major League Baseball is 
setting themselves up for failure.  
To sum up, the current rule changes being implemented diminish the timelessness 
and traditionalism of baseball, while also proving ineffective in the overall goal of 
decreasing game length. If the league aspires to decrease game length and increase 
attendance, it makes the most sense for them to consider shaving time by reducing or 
eliminating the advertisements that frequent games. This way, game length will decrease, 
contributing to higher attendance numbers, while also protecting players and fans from 
the shock of abrupt changes. 
 
Effects of In-Game Advertising on the MLB Brand 
Background 
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 As any successful company knows, branding is a crucial step in acquiring and 
retaining loyal customers. In basic terms, branding is the act of establishing a unique 
image for a specific company or product in the eyes of consumers (Business Dictionary, 
2016). In this section, the concept of branding will be directly applied to Major League 
Baseball, as the league functions as a business providing consumers with a unique 
product- professional baseball games. This model will be key in understanding how 
excessive in-game advertisements have to power to be detrimental to the MLB brand.  
It’s no question that Major League Baseball already has an immense fan base, but 
the steady decline in average attendance indicates the league may be having trouble 
maintaining their relationship with consumers. Because the average attendance has been 
decreasing over many years, it’s difficult to pinpoint the exact reason(s) for the 
disconnect between the league and its fan base. However, by examining what makes the 
MLB brand valuable to consumers, it becomes easier to understand what’s causing the 
problem.  
 
The MLB Brand 
 Before analyzing branding issues, it’s important to first understand what the brand 
represents and how it’s valued. By understanding what makes the brand valuable to 
consumers, it becomes easier to identify factors that may be deterring formerly loyal 
consumers from the product. To demonstrate this using a simplified example, let’s say a 
group of consumers is brand loyal to a specific laundry detergent. We know the 
consumers value the fresh scent of the detergent. The company changes the formula, 
which alters the smell of the detergent, and sales decline. It’s reasonable to assume that 
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sales declined because the value of the product changed in the eyes of the consumer. 
While it’s more complex to apply this concept to Major League Baseball due to the high 
number of value factors involved, the basic idea remains the same. So, what makes Major 
League Baseball valuable to consumers? 
 Major League Baseball is unique because there is so much sentiment involved. 
Unlike common products like a fresh smelling laundry detergent, professional baseball 
games have the power to bring out a wide array of emotions- happiness, anger, 
frustration, excitement, appreciation for the American spirit, freedom, and many others. 
When fans attend a professional baseball game, they do not just get a product, they get an 
experience. The emotional connection fans make at professional baseball games is the 
main factor contributing to the value of the MLB brand in the eyes of consumers.   
   
Emotional Connection 
  Bob Shepard, a famous Major League Baseball announcer, spent the majority of 
his life at the old Yankee Stadium from 1951 until he retired in 2007 (DeLessio, 2013). 
Before he passed away, the Yankees made a series of recordings so Shepard’s voice 
could live on at Yankee Stadium. These recordings made it possible for players and fans, 
alike, to continue experiencing their favorite announcer, even after his death in 2010. 
Back in Shepard’s day, it was common for announcers to have close relationships with 
the players and fans of their associated team. For example, Derek Jeter played for the 
Yankees during Bob Shepard’s reign at Yankee Stadium. After Shepard died, Jeter 
requested that every one of his home at-bats be introduced by a recording of Shepard, 
rather than the current Yankee announcer (DeLessio, 2013). Mariano Rivera, another 
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Yankee player, also used a recording of Shepard to introduce his last Major League 
appearance on the mound (DeLessio, 2013). These recordings are noteworthy because 
they demonstrate not only the deep traditionalism of baseball, but also the emotional 
nature of the game. It speaks volumes that the Yankees went through so much trouble to 
preserve the work of their favorite announcer, rather than just passing the torch to a new 
one without a second thought.  
 Sadly, announcers at professional baseball games play a much smaller role today 
than in Bob Shepard’s era. After all, it’s nearly impossible for players to develop 
connections with announcers whose sole responsibility is promoting companies during 
their on-air time. When I attended the Tampa Bay Rays game this past summer, the 
announcer hardly spoke unless he was broadcasting an advertisement. In fact, the 
broadcast was so poor, fans all around my section were talking about how uninvolved the 
announcer was. This matters greatly because it’s just one way that excessive advertising 
has taken the emotion out of America’s Pastime. By removing the emotion from the 
game, the value of the brand to consumers is diminished, which ultimately results in 
decreased fan and player loyalty, lower attendance, and lower overall profits for the 
league.  
 
Advertising & The MLB Brand 
 Further, some forms of advertising harm the MLB brand by simply taking the 
focus away from the league. A prime example of this is the act of selling stadium naming 
rights. As we’ve already discussed, many teams have sold their stadium naming rights to 
advertisers for large sums of money. Advertisers use this as a way to promote their brand 
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name, and Major League Baseball receives millions of dollars in advertising revenue. 
However, as we’ll see in “Methodology & Results,” most people do not remember the 
names of advertiser-sponsored stadiums, defeating the purpose for advertisers. It does 
advertisers no good to rename stadiums after their brand if fans cannot recall the brand 
name. Additionally, the professional baseball league is harmed in the process. By selling 
their traditional stadium names, the emotional connections fans have with their favorite 
stadiums are even further diminished.  
 Other advertisements, such as announcing drop-ins and large billboards in the 
outfield, are simply distractions from the game. For example, New York Life Insurance 
Company has contracts with various major league teams. When a player slides safely into 
home, the contracts require announcers to say “Safe at home. Safe and secure. New York 
Life” (Sandel, 2012). Imagine it’s the ninth inning of a tie game between two major 
rivals, such as the Yankees and the Red Sox. A player slides safely into home, taking the 
lead for his team, and the announcer broadcasts a life insurance advertisement. This is 
exactly the type of thing that results in poor broadcast quality and thus, fan disinterest and 
frustration.  Advertising in key moments of games takes away the very thing that makes 
baseball great- emotion.   
 
Effects of In-Game Advertising on Consumers 
Consumers are negatively affected by in-game advertisements because they are 
paying more for a product of lesser quality. As we’ve seen, ticket prices have been 
increasing over time. Simultaneously, advertisements during Major League Baseball 
games have become more and more common. These advertisements yield indirect, but 
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severe consequences such as longer game length, diminishment of tradition, and lack of 
sentiment. Each of these consequences, among others, slowly wears down the value of 
professional baseball games. Therefore, the quality of professional baseball games 
dwindles as advertisements become more abundant. While ticket prices are at all-time 
highs, game quality is at an all-time low.  
 
Effects of In-Game Advertising on Advertisers  
 There is little research dedicated specifically to the effectiveness of in-game 
advertising at Major League Baseball games. Because of this, I conducted a survey, 
which was designed to gauge consumers’ perspectives of such advertisements. The idea 
was to see if in-game advertisements are effective, and, if they are not, to recommend a 
series of solutions that could save advertisers and Major League Baseball time and 
money, while preserving the timelessness of professional baseball. The following chapter 
is dedicated to the methodology and results of the study. This will ultimately determine 
whether or not it’s worth it for advertisers to continue their current practices at Major 
League Baseball games.  
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V. METHODOLOGY & RESULTS 
Purpose of the Study 
 There were two main objectives for the study. The first objective was to 
investigate consumers’ perceptions of advertisements at Major League Baseball games. I 
wanted to determine if in-game advertisements at Major League Baseball games are 
effective and, if any, what attitudinal responses the advertisements elicit from viewers at 
Major League Baseball stadiums. The secondary objective was to determine whether or 
not Major League Baseball is engaging in effective business strategies overall. Similar to 
the factors discussed in Chapter II and IV, in-game advertisements may be inadvertently 
related to lower MLB attendance averages. A survey was designed on 
surveymonkey.com and distributed via AmazonTurk to measure a sample of the adult 
population’s overall feelings toward advertisements that are presented during Major 
League Baseball games.  
 
IRB Procedures  
 All research methods followed the consent procedures of the International Review 
Board (IRB)3. The IRB Exemption Application was submitted and approved by the 
University of Mississippi Division of Research Integrity and Compliance in April 2016 
because the research did not include biological testing, restricted subjects, or elements of 
deception.  																																																								3	See	Appendix	C	for	IRB	Exemption	Application		
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Hypotheses  
HYPOTHESIS #1: In-game advertisements at Major League Baseball games are 
highly noticeable to consumers.  
HYPOTHESIS #2: In-game advertisements at Major League Baseball games are 
not memorable to consumers.   
HYPOTHESIS #3: The likelihood of a person buying an advertised product or 
brand is unaffected by advertisements at Major League Baseball games. 
HYPOTHESIS #4: The likelihood of a person recommending a product or brand 
to a friend is unaffected by advertisements at Major League Baseball games.  
HYPOTHESIS #5: People are less likely to remember the name of stadiums that 
have been renamed after sponsors than stadiums that have not. 
 
Survey 
A survey was distributed in April of 2016 in order to investigate consumers’ 
perceptions of advertisments at Major League Baseball games. The survey was created 
on surveymonkey.com and was distributed via AmazonTurk. AmazonTurk is a website 
that allows researchers to post surveys online for quick results and a diverse sample. 
AmazonTurk charges a small service fee and the remainder of the cost is determined by 
the researcher, as he/she sets the payment amount for respondents. AmazonTurk workers 
were awarded $1 upon completion of this survey. Funding for the payment of the survey 
respondents and the AmazonTurk service fee was granted by The Sally McDonnell 
Barksdale Honors College (SMBHC). The SMBHC granted funding in the amount of 
$157.50 to cover the expenses of 150 survey respondents at $1 each, in addition to a 5% 
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service fee charged by AmazonTurk for the distribution of the survey. The survey was 
accessed 183 times, but only 178 respondents successfully completed the full survey. Out 
of the 5 respondents who accessed the survey but did not complete it, 3 were 
automatically terminated because they did not fulfill the survey requirements, and the 
other 2 terminated the session on their own accord. All questions required responses, 
except for the last question, which was designed for AmazonTurk workers to input their 
usernames in order to ensure they received compensation for completing the survey.  
There were two requirements for participation in the survey. First, respondents 
must have been at least 23 years of age. The age of 23 was used in order to eliminate a 
possible student bias in the data. Since ages 18-22 typically represent a student 
population, the age of 23 was chosen to best represent the entire adult Major League 
Baseball fan base of the United States. The second requirement was that each respondent 
must have attended at least one Major League Baseball game in the past year at the time 
of the survey distribution, since the survey questions were tailored specifically to in-game 
experiences. If respondents did not meet the two requirements, the survey session was 
automatically terminated.  
Several questions asked respondents about their experiences at Major League 
Baseball games in order to gauge their reactions and perceptions specifically about in-
game advertisements. Question 3 asked respondents to use a scale to indicate the degree 
to which they found certain advertisements at MLB games noticeable. The scale ranged 
from 1 to 7, 1 being “not noticeable” and 7 being “very noticeable.” All other scale 
numbers remained untitled. Respondents used the 7-point scale to rank the noticeability 
of permanent ads on the scoreboard, digital ads on the scoreboard, announcements, and 
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signs in the outfield. Question 4 was almost identical to Question 3, except this time, 
respondents were asked to indicate how memorable each of the advertisements were. The 
scale ranged from 1 to 7, 1 being “not memorable” and 7 being “very memorable.”  
Question 5 asked if respondents are more likely to remember the name of 
stadiums that have retained their original names or stadiums that have sold their naming 
rights to sponsors. This question was included to determine if selling stadium naming 
rights was beneficial for not only the companies who paid to rename the stadiums, but 
also for the Major League Baseball teams who have engaged in this practice. Questions 
6-12 asked respondents a variety of questions designed to determine if their consumer 
habits were affected by in-game advertisements. Respondents were asked how many 
games, on average, they attend in a year as well as if they had ever bought a product 
because they saw it advertised inside a Major League Baseball stadium, etc.  
For a complete list of survey questions, refer to Appendix B.  
 
Results  
Of the respondents, 58% were male and 42% were female. Respondents ranged in 
age from 23 to 71. Respondents’ annual household income was distributed fairly evenly, 
with an average of about $60,000. 96% of respondents have completed at least some 
college. 62% of respondents have completed a 4 year college degree or higher.  
 
HYPOTHESIS #1: In-game advertisements at Major League Baseball games 
are highly noticeable to consumers. 
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Question 3 of the survey asked respondents to use a 7-point scale to indicate how 
noticeable they find different advertisements at Major League Baseball games. They were 
asked about permanent ads on the scoreboard, digital ads on the scoreboard, 
announcements, and signs in the outfield. Using the average scale response of each 
advertisement, Figure 5-1 was produced. 
According to the data presented in Figure 5-1, consumers at Major League 
Baseball games find the advertisments very noticeable. The average survey response for 
the noticeability of permanent ads on the scoreboard, digital ads on the scoreboard, 
announcements, and signs in the outfield were 4.9, 5.36, 4.73, and 5.03, respectively. 
This indicates that most of the respondents found the advertisements noticeable.  
 
HYPOTHESIS #2: In-game advertisements at Major League Baseball games 
are not memorable to consumers.   
 
Question 4 of the survey asked respondents to use a 7-point scale to indicate how 
memorable they find different advertisements at Major League Baseball games. They 
were asked about permanent ads on the scoreboard, digital ads on the scoreboard, 
announcements, and signs in the outfield. Using the average scale response of each 
advertisement, Figure 5-2 was produced. 
Further, according to the data from both Figures 5-1 and 5-2, each of the 
advertisements were found to be far less memorable than noticeable. This means that 
while consumers find the advertisements very noticeable, they may not necessarily 
remember the ads after seeing them. The average survey response for the memorability of 
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permanent ads on the scoreboard, digital ads on the scoreboard, announcements, and 
signs in the outfield were 3.9, 3.94, 3.2, and 3.73, respectively. This demonstrates that in-
game advertisements at Major League Baseball games are not memorable to consumers.  
 
HYPOTHESIS #3: The likelihood of a person buying an advertised product or 
brand is unaffected by advertisements at Major League Baseball games. 
 
Questions 7 and 9 of the survey asked consumers about their likelihood of buying 
an advertised product or service because they saw it advertised at MLB games. More 
specifically, part one of Question 7 asked survey respondents to use a 7-point scale to 
indicate the degree to which they agree with the statement: “I would be more likely to 
buy a product because a Major League Baseball team endorses it at their stadium during a 
game. Further, Question 9 asked respondents if they have ever bought a product or brand 
because they saw it advertised inside a Major League Baseball stadium. Using the 
responses to Questions 7 and 9, Figures 5-3 and 5-4 were produced. 
57% of respondents marked 1, 2, or 3 on the scale, indicating that they are not 
more likely to buy a product because a Major League Baseball team endorses it at their 
stadium during a game. 23% of respondents marked 4, the neutral point. This means that 
only 20% of those surveyed indicated that they are more likely to buy a product because a 
Major League Baseball team endorses it at their stadium.  
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As shown in Figure 5-4, 81.56% of respondents indicated that they have never 
bought a product or brand because they saw it advertised inside a Major League Baseball 
stadium.4  
Overall, the likelihood of a person buying an advertised product or service is 
unaffected by advertisements at Major League Baseball games. Consumers notice the 
advertisements, but cannot recall them. If consumers cannot recall the advertisements, it 
is unreasonable to believe that such advertisements have an effect on consumers’ 
likelihood of buying an advertised product or brand. Those respondents that indicated 
that they are unaffected by advertising at MLB games significantly outnumber those that 
claim to be affected.  
 
HYPOTHESIS #4: The likelihood of a person recommending an advertised 
product or brand to a friend is unaffected by advertisements at Major League Baseball 
games.  
 
Figure 5-5 illustrates the results of another statement from Question 7. This time, 
respondents were asked to indicate their likelihood of recommending a product to 
someone after seeing it advertised at a Major League Baseball game. The results are as 
followed. 
65% of respondents marked 1, 2, or 3 on the scale, indicating that they would not 
recommend a product to someone because they saw an advertisement for it at a Major 
League Baseball game. 22% of respondents marked 4, the neutral point. This means that 																																																								4	92.74% of respondents indicated that they have never NOT bought a product or brand 
because they saw it advertised inside a Major League Baseball stadium. 	
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only 13% of those surveyed claim they would recommend a product to someone because 
they saw an advertisement for it at a Major League Baseball game.  
Overall, spectators at Major League Baseball games will not recommend a 
product to someone because they saw an advertisement for it at a Major League Baseball 
game. This provides further evidence that in-game advertisements at Major League 
Baseball games are ineffective.  
 
HYPOTHESIS #5: People are less likely to remember the name of stadiums 
that have been renamed after sponsors than stadiums that have not.  
 
Question 5 asked respondents to indicate whether they were more likely to 
remember the names of Major League Baseball stadiums that have retained their original 
stadium names (ex: Yankee Stadium, Fenway Park, Dodger Stadium, etc.) or stadiums 
that have sold their naming rights to companies (ex: Petco Park, Target Field, Minute 
Maid Park). Figure 5-6 depicts the results of Question #5. 
95% of respondents indicated that they are more likely to remember the names of 
Major League Baseball stadiums that have retained their original names. Only 5% of 
respondents say they are more likely to remember the names of stadiums that have sold 
their naming rights to companies. If consumers cannot remember that the name of the 
Padres’ stadium, for example, is Petco Park, how then does that effectively advertise for 
Petco?  
It’s clear that consumers are unlikely to remember the names of stadiums that 
have sold their naming rights, and therefore, the naming rights do not have an influence 
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on sales. However, it is also important to note that by selling their stadium naming rights 
to companies, MLB teams are also weakening their team brand by providing a disconnect 
between the team and their home stadium. For example, Yankee Stadium (New York 
Yankees) and Fenway Park (Boston Red Sox) are famous stadiums that elicit emotional 
responses and connections from fans that attend games in those stadiums. Target Field 
and Minute Maid Park, however, do not provide that instant connection to fans. In fact, 
many baseball fans would probably have to conduct a Google search to see which teams 
play at those fields.  
I therefore conclude that the selling of stadium naming rights to corporate 
sponsors is an ineffective advertising strategy because people are unlikely to remember 
the name of stadiums that have been renamed after such sponsors. Correspondingly, I 
conclude that the selling of stadium naming rights to corporate sponsors is harmful for 
the Major League Baseball teams that engage in this practice because it takes away a 
significant emotional connection between fans and their favorite teams’ stadiums.  
For full survey results and summary data, refer to Appendix D.  	
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VI. RECOMMENDATIONS 
The Problem (Revisited)  
To recap, Major League Baseball is facing trouble due to their ever-dropping 
attendance numbers. Ticket prices are rising, games are longer than ever, and the emotion 
is being cut out of America’s Pastime. We’ve seen how each of these factors can be tied 
back to the unintentional consequences of excessive advertising, but we haven’t yet seen 
any solutions. In this section, several recommendations will be made to help push Major 
League Baseball out of the current “Advertising Age.”  
 
Recommendation #1: Price Drop 
 While price isn’t the only obstacle Major League Baseball is facing, it can 
certainly have a significant effect on attendance and profit. As shown in the introduction 
of this thesis, the average Major League Baseball ticket price has been steadily increasing 
for years, while attendance has been dropping.5 Using Figure 6-1, I will use a conjectural 
example to show how a drop in ticket price could greatly increase profits. 
Major League Baseball’s current profit is indicated by section A in Figure 6-1. 
Currently, MLB is selling tickets at P2, in the amount of Q1. At this point, the 
deadweight loss (section B) represents the value lost by both the seller (MLB) and the 
consumers (fans). The deadweight loss for Major League Baseball is more than just the 
price of the unfilled stadium seats. It also includes any other potential purchases made 																																																								5	Refer	back	to	Appendix	A	for	Figures	1-1	and	1-2	
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once the fans have entered the stadium- concessions, souvenirs, etc. The deadweight loss 
for consumers is simply the total value of attending a Major League Baseball game. 
However, if Major League Baseball lowers prices to P1, the quantity sold 
increases to Q2. This indicates that profit would increase from just section A to sections 
A & B, combined. Therefore, by lowering ticket prices, Major League Baseball teams 
could collectively increase their profits, while also maximizing the value received by 
consumers- their fans.  
 
Recommendation #2: Alternative Advertising 
 In previous sections, we have seen how recent forms of in-game advertisements 
can cause major disruptions to baseball games, while also resulting in other harmful side 
effects for players and fans. As proven in my first hypothesis, consumers find advertising 
at Major League Baseball games highly noticeable, which can be a huge distraction from 
the action on the field. So what if there was a way for advertisers to continue promoting 
their companies through Major League Baseball games without drawing so much 
attention away from the game? We know it’s possible because in-game advertising 
existed in the 1900s without all the troubling effects we experience today. Clearly, 
advertising will never disappear from professional baseball altogether. However, it can be 
revamped in such a way that minimizes intrusiveness.  
In the survey I conducted on consumer perspectives of in-game advertising, the 
majority of respondents indicated that they are not likely to buy a program at a Major 
League Baseball games.6 But what if Major League Baseball programs were given out for 
																																																								6	See	Appendix	C	for	Summary	Data	
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free upon entry? I’ve never known anyone to turn down a free giveaway and it’s a rather 
simple concept to implement. The idea is founded on Major League Baseball teams 
selling advertising space in their programs. By up charging the space, Major League 
Baseball teams can give the programs away for free, while still making advertising 
profits. Companies could buy various sizes of ad space, ranging from a quarter of a page 
to a full page. Another option is including tear-away pages, which could feature flyers for 
upcoming events, vouchers, or coupons as incentives for consumers. The companies who 
buy program space can still target the same audience at professional baseball games, and 
more fans will read the program if it’s given out for free. Therefore, it’s possible that 
program advertisements would actually be more noticeable than giant billboards, yet less 
invasive to the game. If implemented, this recommendation could ensure that Major 
League teams, advertisers, and fans all benefit.  
Another non-invasive way for companies to advertise using professional baseball 
is through social media. Like the historic campaigns of Wheaties and Coca-Cola, social 
media campaigns allow companies to develop a correlation between their brand and 
professional baseball, without actually disrupting the game. Additionally, social media 
platforms have the potential to reach many more viewers than what Major League 
stadiums can hold in their stands. So, like potential program advertisements, this concept 
would also increase noticeability and visibility, while lessening the consequences of 
current in-game advertisements. 
For example, Bank of America is ahead of the curve when it comes to social 
media campaigning. Figure 6-2 shows a recent promotion used by Bank of America, in 
which they sent a couple to the ballpark for their anniversary. This post, in particular, is a 
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great one because it promotes Bank of America and Major League Baseball, while 
capitalizing on the emotional force of the couple and of America’s Pastime. Bank of 
America often use promotions such as this one to develop an association between their 
company and Major League Baseball, and others would be wise to follow suit. By 
choosing to advertise on social media, they have more flexibility in the way they 
advertise.  
These are just a couple of ways advertisers can connect with Major League 
Baseball in order to promote their brands, without actually disturbing the game or 
removing the emotional connections that come with professional baseball games. By 
promoting outside of stadiums, companies can focus on more effective and cost efficient 
advertising outlets.  
 
Recommendation #3: Memorable Advertisements 
Another benefit to advertisements, such as the Bank of America anniversary 
giveaway, is increased memorability to consumers. My second hypothesis accurately 
predicted that consumers were not likely to remember the advertisements they see at 
Major League Baseball stadiums. Advertisements such as quick video clips between 
innings and signs on the scoreboard have no real connection to the targeted audience- 
baseball fans. When a baseball fan sees a car insurance commercial playing during a 
baseball game, they are not likely to remember the advertisement because they are 
probably not paying attention amidst the vivacious Major League atmosphere.  
However, if executed correctly, social media campaigns and ticket giveaways do 
connect with fans. By sending that elderly couple to the ballpark for their anniversary, 
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Bank of America was able to promote their company to thousands of people on social 
media, while also tying in the emotional quality of America’s Pastime. Promotions such 
as this one are surely the most effective when targeting Major League Baseball fans, as 
fans immediately connect with such advertisements. It’s important for companies to 
remember whom they are targeting through their advertisements. If baseball fans are the 
target audience, it makes sense to include the game or iconic players in the 
advertisements. Simply displaying advertisements in Major League Baseball stadiums is 
not enough to sell fans on a particular product or brand. The advertisements must elicit a 
response in order to be considered memorable to consumers.   
 
Recommendation #4: “Turn Back the Clock”  
 We’ve already discussed the Major League Baseball brand and how emotion 
contributes to the value of that brand. Now, we’ll go further into how professional 
baseball teams can capitalize on emotion, rather than deplete it. Many teams have 
participated in “turn back the clock” promotions in which they sport old-fashioned 
jerseys for a game. This serves as a marketing tactic used to bring out emotions from die-
hard fans or fans who have been supporting the team for many years. “Turn back the 
clock” promotions, similar to the Bank of America promotion, are very memorable to 
consumers and therefore have a greater impact on fans.   
To me, “turn back the clock” should go way further than just team jerseys. 
Imagine if Major League Baseball teams could turn back the clock on their stadiums. 
Rather than having advertisements plaster the walls of the outfield, they could adorn their 
stadiums with historic photographs from the team’s past. Instead of 30-second 
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commercials between innings and pitching changes, clips of iconic moments could play 
for those in attendance. As an avid baseball fan, I would be way more inclined to attend a 
game at my favorite stadium if I knew I could experience it in all it’s glory, free from the 
onslaught of over-ambitious advertisements.  
Though the two concepts are not identical, the idea of throwback promotions 
correlates with the issue of stadium naming rights. As proven in my fifth hypothesis, fans 
are not likely to remember the names of stadiums that have been renamed by corporate 
sponsors. It’s reasonable to believe that the decreased memorability of corporately named 
stadiums is partially caused by the absence of an emotional connection. Because fans 
have no connection with “Petco Park” or “Minute Maid Park,” they are unlikely to 
remember the name of the stadium. On the contrary, Yankees fans will forever have a 
connection to Yankee Stadium, as will Red Sox fans to Fenway Park. This concept can 
be directly applied to promotional tools. Throwback promotions elicit an emotional 
response from fans, and therefore, are more likely to make a connection with fans at 
Major League Baseball games.  
 
Recommendation #5: Limit Existing Advertisements  
 Clearly there is no overnight solution to the problem of excessive advertising. 
Major League Baseball is not going to give up on in-game advertising easily, as they’re 
receiving a massive influx of revenue from them. Further, companies who advertise at 
games already have existing contracts with teams, and would have to be phased out over 
time. However, looking at the survey results, it’s clear that in-game advertising isn’t 
effective. Although fans notice the advertisements, they don’t remember them. They are 
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not more likely to buy an advertised product or brand, nor are they more likely to 
recommend an advertised product or brand. These statements were all proven in the 
previous chapter through several hypotheses.  
Therefore, it would be a good start for stadiums to limit the number of 
advertisements displayed within their walls. Just as an example, say 50% of stadium 
space is required to be free from advertisements. Years later, the percentage may 
decrease to 30%, and so on. This way, it’s an easy adjustment for both parties, and they 
can slowly come to the realization that “less is more.” By reducing the amount of in-
game advertisements, companies can use their advertising budgets more effectively, and 
MLB can maximize the value of professional baseball games for consumers.  	
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VII. LIMITATIONS 
 There are a few potential limitations to the survey results that are necessary to 
acknowledge. First, the survey is, of course, limited to the sample size. 178 respondents 
successfully completed the survey. While 178 is a sizeable survey sample, to say this 
sample alone represents the entire United States’ Major League Baseball fan base is 
ambitious. However, due to the demographically diverse nature of the survey 
respondents, it is likely that these sample results are an accurate representation of the 
population. To be cautious, additional research should be used in accordance with the 
results provided to draw any concrete conclusions.  
 Further, the survey is unable to account for the potential effects of subliminal 
advertising. The Business Dictionary describes subliminal advertising as a promotional 
tool that consumers are not aware of. Examples of subliminal advertising could include 
messages played at low volumes or images flashed quickly on a screen (Business 
Dictionary, 2016). Subliminal advertising is impossible to measure due to its’ 
subconscious nature. Consumers and advertisers alike cannot pinpoint whether purchases 
are made as a result of subliminal advertising or if those purchases are actually prompted 
by other factors. Some would argue that in-game advertising at Major League Baseball 
games is subliminal, and that the advertisements elicit a response from consumers, even 
if they do not realize it. However, according to the Advertising & Society Review, there 
is an insignificant amount of evidence supporting the concept of subliminal 
communications (O’Barr, 2013). Additionally, the survey respondents classified each 
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form of in-game advertisement highly noticeable. Because the respondents were aware of 
the advertisements, they would not qualify as subliminal. For these reasons, subliminal 
advertising should have little to no affect on these results and conclusions.  
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VIII. CONCLUSION 
 
 Excessive in-game advertisements at Major League Baseball games have led to 
indirect consequences, ultimately resulting in lower attendance averages and profit for the 
league. Unlike advertisements of the past, today’s ads are interfering with the game, 
resulting in longer average game length. Because of this, Major League Baseball has 
implemented changes that could cause increase risk of player injury, diminishment of 
tradition, and lack of emotion, therefore weakening their brand and deterring fans. These 
advertisements affect consumers by depleting the quality of the product they are paying 
record-high prices for.  
The various consequences that come with in-game advertisements are what 
prompted me to conduct my survey, which was designed to determine if the 
advertisements are effective in promoting companies and their respective brands. If the 
results had supported the advertisements as effective, there would be reason to argue in 
favor of in-game advertising. However, based on the results of the survey, the 
advertisements are not effective. Therefore, the costs outweigh the benefits, and action 
should be taken to steer away from current advertising practices at Major League 
Baseball games. By implementing some or all of the recommendations in the previous 
chapter, all parties- players, MLB, consumers, and advertisers- will be better off. 
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APPENDIX A 
Figures 
 
 
Figure 2-1: Average Major League Baseball Attendance 
 
 
 
 
Figure 2-2: Average Major League Baseball Ticket Prices (U.S. Dollars) 
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Figure 2-3: U.S. Disposable Personal Income 
 
 
 
 
Figure 2-4: Tropicana Field 
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Figure 2-5: Tropicana Field 2 
 
 
 
Figure 3-1: 1967 Coca-Cola Bottle Caps 
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Figure 4-1: Relationship Between Ads, Game Length, & Attendance 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5-1: Survey Question #3 
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Figure 5-2: Survey Question #4 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5-3: Survey Question #7 
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Figure 5-4: Survey Question #9 
 
 
 
 
 
Figure 5-5: Survey Question #7 (Part 2) 
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Figure 5-6: Survey Question #5 
 
 
 
 
 
Figure 6-1: Profitability 
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Figure 6-2: Bank of America Tweet 
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APPENDIX B 
SurveyMonkey Survey Questions 
 
Study Title: MLB Advertising
Investigator: 
Ashley Anderson                                                                  
Department of Marketing
238 Holman Hall
University of Mississippi
Oxford, MS 38655
(678) 773-9932
amander4@go.olemiss.edu
Faculty Sponsor: 
Christopher Newman, Ph.D.
Department of Marketing     
238 Holman Hall
University of Mississippi
Oxford, MS 38655
(662) 915-2423
cnewman@bus.olemiss.edu
This study has been reviewed by The University of Mississippi's Institutional Review Board (IRB). If
you have any questions, concerns, or reports regarding your rights as a participant of research,
please contact the IRB at (662) 915-7482 or irb@olemiss.edu.
Description
We want to know about consumers' perceptions of advertisements during Major League Baseball
games. In order to answer our questions, we are asking you to take a survey that should last about
10 minutes or less. It involves simply answering a series of questions. You can ask any questions
you have about the survey. YOU MUST BE AT LEAST 23 YEARS OLD TO TAKE THIS SURVEY AND
HAVE ATTENDED A MAJOR LEAGUE BASEBALL GAME IN THE PAST YEAR.
Risks and Benefits
There are no associated risks with taking this survey.  In addition to contributing to our knowledge
about consumer behavior, you will be paid $1.00 through the Amazon Turk system for your
successful completion of the entire survey.
Cost and Payments
Consent to Participate in Survey
MLB Advertising
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The survey will take 10 minutes or less to complete. There are no other costs for helping us with
this study.  You will be paid $1.00 through the Amazon Turk system for your successful completion
of the entire survey.
Confidentiality
Your name will be in no way associated with your responses.  The only information that will be on
your survey will be some general demographic information and the unique, yet anonymous
identifier you choose to give yourself for the sole purpose of payment. Therefore, we do not believe
that you can be identified from any of your responses.
Right to Withdraw
You do not have to take part in this study. Whether or not you choose to participate or to withdraw
will not cause you to lose any benefits to which you are entitled.  Inducements, if any, will be
prorated based on the amount of time you spent taking the survey.
The researchers may terminate your participation in the study without regard to your consent and
for any reason, such as protecting your safety and protecting the integrity of the research data.  If
the researcher terminates your participation, any inducements to participate will be prorated based
on the amount of time you spent on the study.
1. Are you at least 23 years of age?*
Yes
No
2. Have you attended at least one Major League Baseball game in the past year?*
Yes
No
Please read the following questions carefully. Answer all questions based on your experiences at
Major League Baseball games. Your responses will remain anonymous. 
Instructions
MLB Advertising
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Questions 3-6
MLB Advertising
 
Not
Noticeable 
Very
Noticeable
Permanent ads on the
scoreboard (i.e. signs)
Digital ads on the
scoreboard (i.e. videos)
Announcements
Signs in the outfield
3. How noticeable do you find the following advertisements at Major League Baseball games?*
 
Not
Memorable
Very
Memorable
Permanent ads on the
scoreboard (i.e. signs)
Digital ads on the
scoreboard (i.e. videos)
Announcements
Signs in the outfield
4. How memorable do you find the following advertisements at Major League Baseball games?*
5. Thinking of the names of Major League Baseball stadiums, which of the following are you more likely to
remember?
*
Stadiums that have retained their original names (ex: Yankee Stadium, Fenway Park, Dodger Stadium, etc.)
Stadiums that have sold their naming rights to companies (ex: Petco Park, Target Field, Minute Maid Park)
Very Disruptive Very Entertaining 
6. Overall, how do you feel about the advertisements that play during Major League Baseball games?*
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Questions 7-8
MLB Advertising
 
Strongly
Disagree
Strongly
Agree
I would be more likely to
buy a product if a Major
League Baseball team
endorses it at their
stadium during a game.
I would be more likely to
attend Major League
Baseball games if there
were no advertisements.
I would recommend a
product to someone
because I saw an
advertisement for it at an
Major League Baseball
game.
7. Indicate the degree to which you agree with the following statements.*
Not Beneficial Very Beneficial 
8. How beneficial do you think it would be for companies to advertise their products and services on Major
League Baseball team jerseys?
*
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Questions 9-10
MLB Advertising
9. Have you ever bought a product or brand because you saw it advertised inside a Major League Baseball
stadium?
*
Yes 
No
10. Have you ever NOT bought a product or brand because you saw it advertised inside a Major League
Baseball stadium?
*
Yes 
No
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This last set of questions is for classification purposes only. Your answers will remain anonymous. 
MLB Advertising
7
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Questions 11-16
MLB Advertising
11. On average, how many Major League Baseball games do you attend in a year? (ex: 10)*
Very Unlikely Very Likely
12. How likely are you to buy a program when you attend a Major League Baseball game?*
13. How old are you? (ex: 25)*
14. What is your gender?*
15. What is your combined annual household income?*
Less than 30,000
30,000 - 39,999
40,000 - 49,999
50,000 - 59,999
60,000 - 69,999
70,000 - 79,999
80,000 - 89,999
90,000 - 99,999
100,000 or more
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16. What is the highest level of education you’ve completed?*
Less than 7th grade
Less than high school
High school / GED
Some college
2 year college degree
4 year college degree
Master's degree
Doctoral degree
Professional degree (JD / MD)
17. IF YOU ARE AN AMAZON TURK WORKER, please enter any username below. However, it MUST
MATCH the username you enter in the HIT at Amazon Turk in order to receive compensation.
For example, if you enter "John123" here as a username, you also must enter "John123" in the space
provided at Amazon Turk before submitting the HIT.  Once you have done this, please click on the arrows
below to submit your answers. Thank you!!!
WE HIGHLY SUGGEST THAT YOU TAKE A SCREEN SHOT OF THIS PAGE TO SHOW THAT YOU
COMPLETED THE SURVEY IF THERE IS ANY PROBLEM WITH THE SUBMISSION. To do this, simply
hold the control button (Ctrl) and hit the print screen button at the top right of your keyboard
(PrtScn/SysRq). This takes a snapshot of your screen. Then go to a Word Document or similar program
and hold the control button (Ctrl) and hit the "V" key to paste it.
Thank you for your time and we appreciate your interest in our research study. Please make sure to hit the
"DONE" button below to submit your answers!
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APPENDIX C 
IRB Exemption Application 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The University of Mississippi 
Office of Research and Sponsored Programs 
Division of Research Integrity and Compliance – Institutional Review Board 
100 Barr Hall – University, MS  38677 
irb@olemiss.edu      662-915-7482 
 
Screening / Abbreviated IRB Application 
 
Purpose:  Many studies qualify for an abbreviated review, according to the federal regulations and university policy.  
 
§ Part I of this form screens for a brief review.  
§ Part II of this form completes the abbreviated IRB application. 
§ The IRB makes the final determination on whether you must fill out a full application. 
 
Always download the most recent version of this form:  http://www.research.olemiss.edu/irb/protocol/forms. 
 
Prepare as a Word document.  E-mail the completed form and attachments as Word documents to 
irb@olemiss.edu; e-mail the signature page as PDF to irb@olemiss.edu.  
 
NO HARD COPIES – PLEASE! 
 
Note:  Some class project studies may qualify for a classroom waiver of IRB Application.  See form here. 
 
 
PART I — Screening 
1. Do any of the following apply to your study?  
Research Methods: 
Treatment study ................................................................................................................................   Yes ........   No 
Exercise ...............................................................................................................................................   Yes ........   No 
X-rays ..................................................................................................................................................   Yes ........   No 
Collection of blood, urine, other bodily fluids, or tissues ...........................................................   Yes ........   No 
Use of blood, urine, other bodily fluids, or tissues with identifiers ..........................................   Yes ........   No 
Use of drugs, biological products, or medical devices ................................................................   Yes  .......   No 
 
 Targeted Subjects: 
Pregnant females ...............................................................................................................................   Yes ........   No 
Prisoners .............................................................................................................................................   Yes ........   No 
 
Elements of Deception: 
The study uses surreptitious videotaping .....................................................................................   Yes ........   No 
The study gives subjects deceptive feedback, whether positive or negative ...........................   Yes ........   No 
The study uses a research confederate (i.e., an actor playing the part of subject) ..................   Yes ........   No 
If you checked Yes to any of the above, STOP HERE and fill out the FULL IRB APPLICATION 
FORM. 
2. Questionnaire or Survey?  (include questionnaire or survey as an attachment) ..........................   Yes ........   No 
If Yes, answer 2a and 2b. 
If No, proceed to 3. 
a. Anonymous?* ............................................................................................................   Yes ........   No 
b. Sensitive Information?* ..................................................................................................................   Yes ........   No 
If you answered No to 2a AND Yes to 2b, STOP HERE and fill out the FULL IRB APPLICATION 
FORM. 
*Anonymous or Confidential?  Anonymous means (1) the investigator cannot associate a subject with his/her data, and (2) the 
data cannot identify a subject.  Examples: Surveys with no names handed to an investigator are not anonymous; surveys placed by 
the subject in a group data envelope can be anonymous; surveys with no names and with demographic data that can identify a 
subject (e.g., the only African-American in a class) are not anonymous.  By definition, interviews are NOT anonymous. 
*Sensitive Information?  Sensitive information includes but is not limited to (1) information that risks damage to a subject’s 
reputation; (2) information that involves criminal or civil liability; (3) information that can affect a subject’s employability; and (4) 
information involving a person’s financial standing.  Examples: Surveys that ask about porn use, drug use, religion, use of alcohol 
while driving, AIDS, cancer, etc. may contain sensitive information. 
 
If using Qualtrics for anonymous surveys, see guidance here. 
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Request for Determination of Exemption from IRB Review (rev. 01/2015) – page 2 
 
3. The ONLY involvement of human subjects will be in the following categories (check all that apply): 
 1) Educational Research: Research conducted in established or commonly accepted educational settings, involving normal 
educational practices, such as (i) research on regular and special education instructional strategies, or (ii) research on the 
effectiveness of or the comparison among instructional techniques, curricula, or classroom management methods. 
 2) Surveys, Interviews, Tests: Research involving the use of published, standardized educational tests (cognitive, diagnostic, 
aptitude, achievement), survey procedures, interview procedures or observation of public behavior, unless: (i) information obtained 
is recorded in such a manner that human subjects can be identified, directly or through identifiers linked to the subjects; and (ii) any 
disclosure of the human subjects’ responses outside the research could reasonably place the subjects at risk of criminal or civil 
liability or be damaging to the subjects’ financial standing, employability, or reputation.  Minors are NOT exempt under this 
category. 
 3) Surveys, Interviews, Tests with Public Officials: Research involving the use of educational tests (cognitive, diagnostic, 
aptitude, achievement), survey procedures, interview procedures, or observation of public behavior that is not exempt under 
paragraph (b)(2) of this section, if: (i) the human subjects are elected or appointed public officials or candidates for public office; or 
(ii) federal statute(s) require(s) without exception that the confidentiality of the personally identifiable information will be 
maintained throughout the research and thereafter. 
 4) Existing Data: Research involving the collection or study of existing data, documents, records, pathological specimens, or 
diagnostic specimens, if these sources are publicly available or if the information is recorded by the investigator in such a manner 
that subjects cannot be identified, directly or through identifiers linked to the subjects. 
 5) Evaluation of Public Service Programs: The study is conducted pursuant to specific federal statutory authority and examines 
certain federal programs that deliver a public benefit [call IRB for details if you think your study may fit]. 
 6) Food Tasting/Evaluation: Taste and food quality evaluation and consumer acceptance studies, (i) if wholesome foods 
without additives are consumed or (ii) if a food is consumed that contains a food ingredient at or below the level and for a use 
found to be safe, or agricultural chemical or environmental contaminant at or below the level found to be safe, by the Food and 
Drug Administration or approved by the Environmental Protection Agency or the Food Safety and Inspection Service of the U.S. 
Department of Agriculture. 
 
Additional UM exempt categories:  Must meet all criteria from IRB Policy RSP.301.015 
 UM 7) Behavioral Tasks/Games: Studies of adults employing behavioral task performance methods or behavioral games, such 
as computerized economics, business, and accounting simulations of real-world transactions and innocuous online or in-person 
surveys that employ experimental manipulations (e.g., exposure to different written or video scenarios) 
  UM 8) Surveys with minors: Studies that include minors as subjects and do not collect sensitive information: 1) online surveys, 
2) in-person focus groups, and 3) surveys conducted in a group setting 
 
 Study methods beyond those above (including those involving experimental manipulations) will 
likely require a FULL IRB APPLICATION FORM. 
 
PART II — Abbreviated Application 
4. Project Title:   Is Advertising at MLB Games Effective? 
5. Principal Investigator:   Dr.    Ms.    Mr. Ashley Anderson 
Department: Marketing Department Chair’s email (for cc of approval):  svitell@bus.olemiss.edu 
        Work Phone: - Home or Cell Phone:  678-773-9932 
E-Mail Address:  amander4@go.olemiss.edu 
If Principal Investigator is a student: 
 
Graduate student: 
  Dissertation                   Master’s thesis 
  Pathways Project           Other graduate project 
 
 
 
Undergraduate student: 
  Senior thesis:   SMBHC  
   Croft Institute 
                                                        Other 
  Other undergraduate project 
Research Advisor: Dr. Christopher Newman                                (required for student researchers) 
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Request for Determination of Exemption from IRB Review (rev. 01/2015) – page 3 
 
 Department:  Marketing Work Phone: 662-915-2423 
 E-Mail Address: cnewman@bus.olemiss.edu Home or Cell Phone:  251-554-5177 
 
6. List ALL personnel involved with this research who will have contact with human subjects or with their identifiable 
data.  All personnel listed here must complete CITI training OR the Alternative to CITI (ATC) training before this 
application will be processed*. 
NAME 
FACULTY 
OR STAFF 
GRADUATE 
STUDENT 
UNDER- 
GRAD 
STUDENT ROLE ON PROJECT 
Training completed: 
CITI        or        ATC 
PI Ashley Anderson    PI                       
Advisor Christopher 
Newman    Research Advisor                       
 
                           
                           
If space is needed to list additional project personnel, submit Appendix A. 
*See Exempt Human Research Policy for training exceptions 
 
7. Funding Source: 
Is there funding for this project?   Yes ð 
       No 
 
If Yes, is the funding: 
Internal:   Source: SMBHC 
External:   Pending/Agency:     
   Awarded/Agency:   
PI on external funding:    
Research Methodology/Procedures 
8. Check all procedures below that apply to your study: 
 Pre-existing data or biological samples ð ð 
Source of data:  
Do data/samples have identifiers?       Yes*   No 
*If recording identifiers, you must fill out the Full Application Form 
 Observation  
 Oral history  
 Interview   ð ð ð Attach interview questions. 
 Focus group   ð ð ð Attach topic and questions. 
 
 Questionnaire or survey ð ð ð 
      
Attach questionnaire or survey. 
   If online, state program to use (e.g., Qualtrics):  
Survey Monkey 
 Audio recording or videotaping   ð ð ð 
 
Use and attach a release form if you plan to disseminate 
quoted comments or taped content. (This covers you 
and UM legally – Not for IRB purposes) 
 
  The study has misleading or deceptive:  ð ð 
(1) study descriptions; 
(2) procedure explanations; and/or 
(3) survey instructions/rationales. 
In the abstract, provide complete details and a rationale 
for employing misleading/deception information.  
Include Appendix D in your attachments. 
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9. Consent Procedures: 
  Oral    ð ð ð 
  Information Sheet/Cover Letter ð ð ð 
  Not applicable, Explain:  
 
 
Attach script. 
Attach. (No signatures required, see example here:  Go 
to Examples and Templates, then ‘Sample Information 
Sheet’) 
 
 
 
 
 
10. Project Summary 
Briefly summarize your project using non-technical, jargon-free language that can be understood by non-scientists. 
See http://www.research.olemiss.edu/irb-forms for abstract examples. 
Give a brief statement of the research question supporting the reasons for, and importance of, the research:  
Is advertising at MLB games effective? I plan to use the survey responses to determine if MLB 
in-game advertising is an effective marketing strategy for companies. The survey responses 
will tell me if people notice advertisements at MLB games, what their attitudes are toward 
them, and if companies could be using a more effective strategy to market their products and 
services. The research gained from the survey will give me the basis I need to write my Sally 
McDonnell Barksdale Honors College thesis.   
Describe the ages and characteristics of your proposed subjects and how you will recruit them (attach recruitment script 
or materials to the application):  We will recruit adults ages 23 and above via Amazon Turk and we will 
pay them $1 each upon successful completion of the survey. This information is 
communicated to subjects in the implied consent form at the beginning of the survey.  
We intend to post the following script for recruitment via Amazon Turk: 
We need your help with this academic research about advertising in Major League Baseball 
games. If you are at least 23 years old, please complete the survey and you will be paid $1.00 
upon successful completion. The survey should take 10 minutes or less. 
(survey is attached)  
For studies using only adult subjects, state how you will 
ensure they are 18+: 
  First question on survey/interview 
  Other:   
  Not applicable 
Briefly describe the research design:  There are no manipulations. Subjects will answer a series of 
questions about their experience with advertising during Major League Baseball games. 
Give a detailed description of the procedure(s) subjects will undergo (from their perspective):    Subjects will read 
the implied consent form and indicate whether they are at least 23 years of age. Subjects will 
then answer a series of questions about their experience with advertising during Major 
League Baseball games. The survey is expected to last approximately 10 minutes.  
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11. Appendix Checklist:  
 
      A. Additional Personnel not listed on first page of application? 
 No    Yes – complete Appendix A 
 
      B. Will the research be conducted in schools or child care facilities? 
 No    Yes – complete Appendix B 
 
      C. Does your research involve deception or omission of elements of consent? 
 No    Yes – complete Appendix D 
 
      D. Will your research be conducted outside of the United States? 
 No    Yes – complete Appendix E 
 
12. Attachments Checklist:  
 
Did you submit: 
 
a.  survey or questionnaires? 
 Yes           Not Applicable 
 
b.  interview questions? 
 Yes           Not Applicable 
 
c.  focus group topics? 
 Yes           Not Applicable 
 
d. recruitment email, announcement, or script? 
 Yes           Not Applicable 
 
e. informed consent information letter or script? 
 Yes           Not Applicable 
 
f. permissions for locations outside the University? 
 Yes           Not Applicable 
 
 
13. If using class points as incentives, are there alternative assignments available for earning points that involve 
comparable time and effort? 
 Yes           Not Applicable 
 
14. If using an anonymous survey through Qualtrics and giving incentives in a separate survey, have you read 
and conducted the testing of the surveys according to the procedures here? 
                   Yes           Not Applicable 
 
 
  
ASSURANCES — Conflict Of Interest And Fiscal Responsibility 
Do you or any person responsible for the design, conduct, or reporting of this study have an economic interest in, or 
act as an officer or a director of any outside entity whose financial interests may reasonably appear to be affected by 
this research? 
 YES ð ð 
 NO 
If Yes, please explain any potential conflict of interest. 
 
 
Do you or any person responsible for this study have existing financial holdings or relationships with the sponsor of 
this study? 
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APPENDIX D 
Survey Results- Summary Data 
  
99.45% 182
0.55% 1
Q1 Are you at least 23 years of age?
Answered: 183 Skipped: 0
Total 183
Yes
No
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Answer Choices Responses
Yes
No
1 / 30
MLB Advertising SurveyMonkey
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98.91% 181
1.09% 2
Q2 Have you attended at least one Major
League Baseball game in the past year?
Answered: 183 Skipped: 0
Total 183
Yes
No
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Answer Choices Responses
Yes
No
2 / 30
MLB Advertising SurveyMonkey
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Q3 How noticeable do you find the following
advertisements at Major League
Baseball games?
Answered: 179 Skipped: 4
4.47%
8
6.15%
11
12.29%
22
12.85%
23
20.11%
36
24.58%
44
19.55%
35
 
179
 
4.90
0.00%
0
4.47%
8
5.59%
10
15.64%
28
21.79%
39
29.05%
52
23.46%
42
 
179
 
5.36
1.12%
2
8.94%
16
15.08%
27
15.64%
28
24.02%
43
20.67%
37
14.53%
26
 
179
 
4.73
0.56%
1
8.38%
15
12.85%
23
13.41%
24
17.88%
32
24.02%
43
22.91%
41
 
179
 
5.03
Permanent ads
on the...
Digital ads on
the scoreboa...
Announcements
Signs in the
outfield
0 1 2 3 4 5 6 7 8 9 10
 Not
Noticeable 
(no
label)
(no
label)
(no
label)
(no
label)
(no
label)
Very
Noticeable
Total Weighted
Average
Permanent ads on the scoreboard
(i.e. signs)
Digital ads on the scoreboard (i.e.
videos)
Announcements
Signs in the outfield
3 / 30
MLB Advertising SurveyMonkey
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Q4 How memorable do you find the
following advertisements at Major League
Baseball games?
Answered: 179 Skipped: 4
11.17%
20
15.64%
28
12.85%
23
17.88%
32
23.46%
42
12.85%
23
6.15%
11
 
179
 
3.90
8.38%
15
16.20%
29
17.32%
31
16.76%
30
20.67%
37
13.97%
25
6.70%
12
 
179
 
3.94
19.55%
35
24.02%
43
15.64%
28
14.53%
26
13.97%
25
8.94%
16
3.35%
6
 
179
 
3.20
13.97%
25
16.76%
30
16.20%
29
17.32%
31
15.64%
28
11.17%
20
8.94%
16
 
179
 
3.73
Permanent ads
on the...
Digital ads on
the scoreboa...
Announcements
Signs in the
outfield
0 1 2 3 4 5 6 7 8 9 10
 Not
Memorable
(no
label)
(no
label)
(no
label)
(no
label)
(no
label)
Very
Memorable
Total Weighted
Average
Permanent ads on the scoreboard
(i.e. signs)
Digital ads on the scoreboard (i.e.
videos)
Announcements
Signs in the outfield
4 / 30
MLB Advertising SurveyMonkey
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94.97% 170
5.03% 9
Q5 Thinking of the names of Major League
Baseball stadiums, which of the following
are you more likely to remember?
Answered: 179 Skipped: 4
Total 179
Stadiums that
have retaine...
Stadiums that
have sold th...
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Answer Choices Responses
Stadiums that have retained their original names (ex: Yankee Stadium, Fenway Park, Dodger Stadium, etc.)
Stadiums that have sold their naming rights to companies (ex: Petco Park, Target Field, Minute Maid Park)
5 / 30
MLB Advertising SurveyMonkey
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Q6 Overall, how do you feel about the
advertisements that play during Major
League Baseball games?
Answered: 179 Skipped: 4
3.91%
7
12.85%
23
18.44%
33
35.20%
63
25.14%
45
1.68%
3
2.79%
5
 
179
 
3.81
(no label)
0 1 2 3 4 5 6 7 8 9 10
 Very Disruptive (no label) (no label) (no label) (no label) (no label) Very Entertaining Total Weighted Average
(no label)
6 / 30
MLB Advertising SurveyMonkey
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Q7 Indicate the degree to which you agree
with the following statements.
Answered: 179 Skipped: 4
13.97%
25
22.35%
40
20.67%
37
22.91%
41
11.73%
21
5.59%
10
2.79%
5
 
179
 
3.24
20.67%
37
13.41%
24
13.41%
24
18.44%
33
15.08%
27
10.61%
19
8.38%
15
 
179
 
3.59
25.14%
45
21.79%
39
18.44%
33
22.35%
40
7.26%
13
3.35%
6
1.68%
3
 
179
 
2.82
I would be
more likely ...
I would be
more likely ...
I would
recommend a...
0 1 2 3 4 5 6 7 8 9 10
 Strongly
Disagree
(no
label)
(no
label)
(no
label)
(no
label)
(no
label)
Strongly
Agree
Total Weighted
Average
I would be more likely to buy a product if a Major
League Baseball team endorses it at their stadium
during a game.
I would be more likely to attend Major League
Baseball games if there were no advertisements.
I would recommend a product to someone because I
saw an advertisement for it at an Major League
Baseball game.
7 / 30
MLB Advertising SurveyMonkey
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Q8 How beneficial do you think it would be
for companies to advertise their products
and services on Major League Baseball
team jerseys?
Answered: 179 Skipped: 4
23.46%
42
13.41%
24
15.08%
27
13.97%
25
20.11%
36
9.50%
17
4.47%
8
 
179
 
3.40
(no label)
0 1 2 3 4 5 6 7 8 9 10
 Not Beneficial (no label) (no label) (no label) (no label) (no label) Very Beneficial Total Weighted Average
(no label)
8 / 30
MLB Advertising SurveyMonkey
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18.44% 33
81.56% 146
Q9 Have you ever bought a product or
brand because you saw it advertised inside
a Major League Baseball stadium?
Answered: 179 Skipped: 4
Total 179
Yes 
No
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Answer Choices Responses
Yes 
No
9 / 30
MLB Advertising SurveyMonkey
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7.26% 13
92.74% 166
Q10 Have you ever NOT bought a product
or brand because you saw it advertised
inside a Major League Baseball stadium?
Answered: 179 Skipped: 4
Total 179
Yes 
No
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Answer Choices Responses
Yes 
No
10 / 30
MLB Advertising SurveyMonkey
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Q11 On average, how many Major League
Baseball games do you attend in a year?
(ex: 10)
Answered: 178 Skipped: 5
# Responses Date
1 2 4/26/2016 4:33 PM
2 1 4/26/2016 4:26 PM
3 3 4/26/2016 4:20 PM
4 2 4/26/2016 4:16 PM
5 10 4/26/2016 4:15 PM
6 2 4/26/2016 4:13 PM
7 2 4/26/2016 4:12 PM
8 7 4/26/2016 4:11 PM
9 2 4/26/2016 4:10 PM
10 4 4/26/2016 4:09 PM
11 7 4/26/2016 4:09 PM
12 3 4/26/2016 4:09 PM
13 3 4/26/2016 4:08 PM
14 5 4/26/2016 4:07 PM
15 2 4/26/2016 4:07 PM
16 1 4/26/2016 4:06 PM
17 4 4/26/2016 4:04 PM
18 8 4/26/2016 4:03 PM
19 2 4/26/2016 4:03 PM
20 5 4/26/2016 4:02 PM
21 1 4/26/2016 4:00 PM
22 8 4/26/2016 3:58 PM
23 3 4/26/2016 3:57 PM
24 1 4/26/2016 3:57 PM
25 3 4/26/2016 3:56 PM
26 20 4/26/2016 3:55 PM
27 2 4/26/2016 3:53 PM
28 2 4/26/2016 3:52 PM
29 5 4/26/2016 3:52 PM
30 3 4/26/2016 3:51 PM
31 12 4/26/2016 3:49 PM
32 3 4/26/2016 3:49 PM
33 2 4/26/2016 3:47 PM
11 / 30
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34 6 4/26/2016 3:43 PM
35 2 4/26/2016 3:41 PM
36 2 4/26/2016 3:36 PM
37 1 4/26/2016 3:34 PM
38 1 4/26/2016 3:33 PM
39 2 4/26/2016 3:33 PM
40 3 4/26/2016 3:32 PM
41 1 4/26/2016 3:32 PM
42 4 4/26/2016 3:32 PM
43 1 4/26/2016 3:31 PM
44 2 4/26/2016 3:30 PM
45 1 4/26/2016 3:30 PM
46 2 4/26/2016 3:29 PM
47 5 4/26/2016 3:29 PM
48 2 4/26/2016 3:28 PM
49 1 4/26/2016 3:28 PM
50 2 4/26/2016 3:28 PM
51 2 4/26/2016 3:27 PM
52 3 4/26/2016 3:27 PM
53 2 4/26/2016 3:25 PM
54 1 4/26/2016 3:25 PM
55 1 4/26/2016 3:24 PM
56 8 4/26/2016 3:23 PM
57 2 4/26/2016 3:22 PM
58 4 4/26/2016 3:20 PM
59 1 4/26/2016 3:19 PM
60 12 4/26/2016 3:19 PM
61 2 4/26/2016 3:17 PM
62 3 4/26/2016 3:16 PM
63 2 4/26/2016 3:15 PM
64 2 4/26/2016 3:14 PM
65 2 4/26/2016 3:12 PM
66 3 4/26/2016 3:12 PM
67 2 4/26/2016 3:11 PM
68 3 4/26/2016 3:11 PM
69 4 4/26/2016 3:10 PM
70 6 4/26/2016 3:10 PM
71 1 4/26/2016 3:08 PM
72 4 4/26/2016 3:08 PM
73 2 4/26/2016 3:07 PM
74 1 4/26/2016 3:06 PM
12 / 30
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75 3 4/26/2016 3:04 PM
76 3 4/26/2016 3:03 PM
77 2 4/26/2016 3:02 PM
78 5 4/26/2016 3:02 PM
79 1 4/26/2016 3:01 PM
80 2 4/26/2016 3:01 PM
81 3 4/26/2016 2:59 PM
82 3 4/26/2016 2:57 PM
83 3 4/26/2016 2:56 PM
84 2 4/26/2016 2:56 PM
85 4 4/26/2016 2:55 PM
86 1 4/26/2016 2:54 PM
87 2 4/26/2016 2:54 PM
88 7 4/26/2016 2:53 PM
89 2 4/26/2016 2:53 PM
90 5 4/26/2016 2:53 PM
91 6 4/26/2016 2:53 PM
92 1 4/26/2016 2:52 PM
93 2 4/26/2016 2:52 PM
94 3 4/26/2016 2:51 PM
95 2 4/26/2016 2:50 PM
96 2 4/26/2016 2:48 PM
97 3 4/26/2016 2:46 PM
98 4 4/26/2016 2:46 PM
99 3 4/26/2016 2:45 PM
100 1 4/26/2016 2:45 PM
101 2 4/26/2016 2:45 PM
102 6 4/26/2016 2:44 PM
103 2 4/26/2016 2:44 PM
104 2 4/26/2016 2:43 PM
105 3 4/26/2016 2:40 PM
106 2 4/26/2016 2:38 PM
107 2 4/26/2016 2:37 PM
108 5 4/26/2016 2:37 PM
109 2 4/26/2016 2:36 PM
110 1 4/26/2016 2:36 PM
111 1 4/26/2016 2:35 PM
112 3 4/26/2016 2:35 PM
113 2 4/26/2016 2:35 PM
114 1 4/26/2016 2:34 PM
115 3 4/26/2016 2:34 PM
13 / 30
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116 4 4/26/2016 2:34 PM
117 10 4/26/2016 2:33 PM
118 1 4/26/2016 2:32 PM
119 1 4/26/2016 2:32 PM
120 3 4/26/2016 2:32 PM
121 1 4/26/2016 2:32 PM
122 2 4/26/2016 2:32 PM
123 4 4/26/2016 2:31 PM
124 2 4/26/2016 2:31 PM
125 2 4/26/2016 2:31 PM
126 2 4/26/2016 2:30 PM
127 1 4/26/2016 2:30 PM
128 1 4/26/2016 2:28 PM
129 4 4/26/2016 2:26 PM
130 2 4/26/2016 2:26 PM
131 3 4/26/2016 2:25 PM
132 2 4/26/2016 2:25 PM
133 5 4/26/2016 2:24 PM
134 3 4/26/2016 2:22 PM
135 2 4/26/2016 2:22 PM
136 3 4/26/2016 2:21 PM
137 3 4/26/2016 2:20 PM
138 2 4/26/2016 2:20 PM
139 2 4/26/2016 2:19 PM
140 3 4/26/2016 2:19 PM
141 1 4/26/2016 2:19 PM
142 4 4/26/2016 2:18 PM
143 3 4/26/2016 2:18 PM
144 4 4/26/2016 2:17 PM
145 3 4/26/2016 2:16 PM
146 3 4/26/2016 2:16 PM
147 1 4/26/2016 2:15 PM
148 6 4/26/2016 2:11 PM
149 4 4/26/2016 2:10 PM
150 2 4/26/2016 2:08 PM
151 4 4/26/2016 2:08 PM
152 1 4/26/2016 2:08 PM
153 3 4/26/2016 2:06 PM
154 15 4/26/2016 2:05 PM
155 5 4/26/2016 2:03 PM
156 5 4/26/2016 2:03 PM
14 / 30
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157 3 4/26/2016 2:02 PM
158 1 4/26/2016 2:02 PM
159 8 4/26/2016 2:02 PM
160 3 4/26/2016 2:01 PM
161 3 4/26/2016 2:01 PM
162 3 4/26/2016 2:01 PM
163 2 4/26/2016 2:00 PM
164 5 4/26/2016 2:00 PM
165 4 4/26/2016 1:57 PM
166 15 4/26/2016 1:57 PM
167 2 4/26/2016 1:57 PM
168 4 4/26/2016 1:56 PM
169 1 4/26/2016 1:56 PM
170 20 4/26/2016 1:56 PM
171 1 4/26/2016 1:55 PM
172 8 4/26/2016 1:55 PM
173 2 4/26/2016 1:55 PM
174 3 4/26/2016 1:55 PM
175 5 4/26/2016 1:54 PM
176 3 4/26/2016 1:54 PM
177 1 4/26/2016 1:54 PM
178 2 4/26/2016 1:53 PM
15 / 30
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Q12 How likely are you to buy a program
when you attend a Major League Baseball
game?
Answered: 178 Skipped: 5
33.71%
60
15.73%
28
14.04%
25
11.24%
20
10.11%
18
8.99%
16
6.18%
11
 
178
 
3.00
(no label)
0 1 2 3 4 5 6 7 8 9 10
 Very Unlikely (no label) (no label) (no label) (no label) (no label) Very Likely Total Weighted Average
(no label)
16 / 30
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Q13 How old are you? (ex: 25)
Answered: 178 Skipped: 5
# Responses Date
1 30 4/26/2016 4:33 PM
2 24 4/26/2016 4:26 PM
3 28 4/26/2016 4:20 PM
4 24 4/26/2016 4:16 PM
5 26 4/26/2016 4:15 PM
6 38 4/26/2016 4:13 PM
7 26 4/26/2016 4:12 PM
8 24 4/26/2016 4:11 PM
9 30 4/26/2016 4:10 PM
10 29 4/26/2016 4:09 PM
11 36 4/26/2016 4:09 PM
12 51 4/26/2016 4:09 PM
13 24 4/26/2016 4:08 PM
14 33 4/26/2016 4:07 PM
15 25 4/26/2016 4:07 PM
16 33 4/26/2016 4:06 PM
17 37 4/26/2016 4:04 PM
18 30 4/26/2016 4:03 PM
19 27 4/26/2016 4:03 PM
20 51 4/26/2016 4:02 PM
21 29 4/26/2016 4:00 PM
22 28 4/26/2016 3:58 PM
23 43 4/26/2016 3:57 PM
24 30 4/26/2016 3:57 PM
25 28 4/26/2016 3:56 PM
26 34 4/26/2016 3:55 PM
27 24 4/26/2016 3:53 PM
28 23 4/26/2016 3:52 PM
29 24 4/26/2016 3:52 PM
30 25 4/26/2016 3:51 PM
31 25 4/26/2016 3:49 PM
32 29 4/26/2016 3:49 PM
33 40 4/26/2016 3:47 PM
34 46 4/26/2016 3:43 PM
35 25 4/26/2016 3:41 PM
17 / 30
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36 32 4/26/2016 3:36 PM
37 41 4/26/2016 3:34 PM
38 35 4/26/2016 3:33 PM
39 34 4/26/2016 3:33 PM
40 28 4/26/2016 3:32 PM
41 24 4/26/2016 3:32 PM
42 23 4/26/2016 3:32 PM
43 24 4/26/2016 3:31 PM
44 36 4/26/2016 3:30 PM
45 27 4/26/2016 3:30 PM
46 59 4/26/2016 3:29 PM
47 23 4/26/2016 3:29 PM
48 31 4/26/2016 3:28 PM
49 30 4/26/2016 3:28 PM
50 23 4/26/2016 3:28 PM
51 27 4/26/2016 3:27 PM
52 27 4/26/2016 3:27 PM
53 27 4/26/2016 3:25 PM
54 24 4/26/2016 3:25 PM
55 34 4/26/2016 3:24 PM
56 28 4/26/2016 3:23 PM
57 32 4/26/2016 3:22 PM
58 28 4/26/2016 3:20 PM
59 35 4/26/2016 3:19 PM
60 37 4/26/2016 3:19 PM
61 28 4/26/2016 3:17 PM
62 24 4/26/2016 3:16 PM
63 27 4/26/2016 3:15 PM
64 38 4/26/2016 3:14 PM
65 36 4/26/2016 3:12 PM
66 27 4/26/2016 3:12 PM
67 23 4/26/2016 3:11 PM
68 23 4/26/2016 3:11 PM
69 41 4/26/2016 3:10 PM
70 25 4/26/2016 3:10 PM
71 40 4/26/2016 3:08 PM
72 29 4/26/2016 3:08 PM
73 28 4/26/2016 3:07 PM
74 39 4/26/2016 3:06 PM
75 23 4/26/2016 3:04 PM
76 27 4/26/2016 3:03 PM
18 / 30
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77 47 4/26/2016 3:02 PM
78 30 4/26/2016 3:02 PM
79 24 4/26/2016 3:01 PM
80 28 4/26/2016 3:01 PM
81 28 4/26/2016 2:59 PM
82 33 4/26/2016 2:57 PM
83 27 4/26/2016 2:56 PM
84 26 4/26/2016 2:56 PM
85 25 4/26/2016 2:55 PM
86 31 4/26/2016 2:54 PM
87 26 4/26/2016 2:54 PM
88 35 4/26/2016 2:53 PM
89 25 4/26/2016 2:53 PM
90 23 4/26/2016 2:53 PM
91 53 4/26/2016 2:53 PM
92 37 4/26/2016 2:52 PM
93 31 4/26/2016 2:52 PM
94 34 4/26/2016 2:51 PM
95 25 4/26/2016 2:50 PM
96 26 4/26/2016 2:48 PM
97 28 4/26/2016 2:46 PM
98 51 4/26/2016 2:46 PM
99 31 4/26/2016 2:45 PM
100 26 4/26/2016 2:45 PM
101 25 4/26/2016 2:45 PM
102 32 4/26/2016 2:44 PM
103 28 4/26/2016 2:44 PM
104 27 4/26/2016 2:43 PM
105 32 4/26/2016 2:40 PM
106 34 4/26/2016 2:38 PM
107 38 4/26/2016 2:37 PM
108 34 4/26/2016 2:37 PM
109 33 4/26/2016 2:36 PM
110 26 4/26/2016 2:36 PM
111 26 4/26/2016 2:35 PM
112 37 4/26/2016 2:35 PM
113 33 4/26/2016 2:35 PM
114 42 4/26/2016 2:34 PM
115 23 4/26/2016 2:34 PM
116 24 4/26/2016 2:34 PM
117 30 4/26/2016 2:33 PM
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118 27 4/26/2016 2:32 PM
119 23 4/26/2016 2:32 PM
120 36 4/26/2016 2:32 PM
121 26 4/26/2016 2:32 PM
122 29 4/26/2016 2:32 PM
123 27 4/26/2016 2:31 PM
124 26 4/26/2016 2:31 PM
125 42 4/26/2016 2:31 PM
126 71 4/26/2016 2:30 PM
127 27 4/26/2016 2:30 PM
128 25 4/26/2016 2:28 PM
129 34 4/26/2016 2:26 PM
130 25 4/26/2016 2:26 PM
131 27 4/26/2016 2:25 PM
132 24 4/26/2016 2:25 PM
133 25 4/26/2016 2:24 PM
134 26 4/26/2016 2:22 PM
135 25 4/26/2016 2:22 PM
136 28 4/26/2016 2:21 PM
137 24 4/26/2016 2:20 PM
138 35 4/26/2016 2:20 PM
139 38 4/26/2016 2:19 PM
140 28 4/26/2016 2:19 PM
141 27 4/26/2016 2:19 PM
142 28 4/26/2016 2:18 PM
143 29 4/26/2016 2:18 PM
144 27 4/26/2016 2:17 PM
145 30 4/26/2016 2:16 PM
146 27 4/26/2016 2:16 PM
147 26 4/26/2016 2:15 PM
148 50 4/26/2016 2:11 PM
149 41 4/26/2016 2:10 PM
150 29 4/26/2016 2:08 PM
151 27 4/26/2016 2:08 PM
152 27 4/26/2016 2:08 PM
153 30 4/26/2016 2:06 PM
154 34 4/26/2016 2:05 PM
155 24 4/26/2016 2:03 PM
156 23 4/26/2016 2:03 PM
157 23 4/26/2016 2:02 PM
158 36 4/26/2016 2:02 PM
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159 26 4/26/2016 2:02 PM
160 29 4/26/2016 2:01 PM
161 41 4/26/2016 2:01 PM
162 27 4/26/2016 2:01 PM
163 29 4/26/2016 2:00 PM
164 32 4/26/2016 2:00 PM
165 49 4/26/2016 1:57 PM
166 52 4/26/2016 1:57 PM
167 31 4/26/2016 1:57 PM
168 24 4/26/2016 1:56 PM
169 45 4/26/2016 1:56 PM
170 39 4/26/2016 1:56 PM
171 23 4/26/2016 1:55 PM
172 44 4/26/2016 1:55 PM
173 26 4/26/2016 1:55 PM
174 27 4/26/2016 1:55 PM
175 31 4/26/2016 1:54 PM
176 23 4/26/2016 1:54 PM
177 24 4/26/2016 1:54 PM
178 30 4/26/2016 1:53 PM
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57.87% 103
42.13% 75
Q14 What is your gender?
Answered: 178 Skipped: 5
Total 178
Male
Female
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Answer Choices Responses
Male
Female
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18.54% 33
14.04% 25
7.87% 14
12.92% 23
11.80% 21
8.43% 15
3.93% 7
5.06% 9
17.42% 31
Q15 What is your combined annual
household income?
Answered: 178 Skipped: 5
Total 178
Less than
30,000
30,000 - 39,999
40,000 - 49,999
50,000 - 59,999
60,000 - 69,999
70,000 - 79,999
80,000 - 89,999
90,000 - 99,999
100,000 or more
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Answer Choices Responses
Less than 30,000
30,000 - 39,999
40,000 - 49,999
50,000 - 59,999
60,000 - 69,999
70,000 - 79,999
80,000 - 89,999
90,000 - 99,999
100,000 or more
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0.56% 1
0.56% 1
2.81% 5
24.72% 44
8.99% 16
46.07% 82
10.67% 19
2.25% 4
3.37% 6
Q16 What is the highest level of education
you’ve completed?
Answered: 178 Skipped: 5
Total 178
Less than 7th
grade
Less than high
school
High school /
GED
Some college
2 year college
degree
4 year college
degree
Master's degree
Doctoral degree
Professional
degree (JD /...
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Answer Choices Responses
Less than 7th grade
Less than high school
High school / GED
Some college
2 year college degree
4 year college degree
Master's degree
Doctoral degree
Professional degree (JD / MD)
24 / 30
MLB Advertising SurveyMonkey
																																																																														 48	
 
 
  
Q17 IF YOU ARE AN AMAZON TURK
WORKER, please enter any username
below. However, it MUST MATCH the
username you enter in the HIT at Amazon
Turk in order to receive compensation.For
example, if you enter "John123" here as a
username, you also must enter "John123"
in the space provided at Amazon Turk
before submitting the HIT.  Once you have
done this, please click on the arrows below
to submit your answers. Thank you!!!WE
HIGHLY SUGGEST THAT YOU TAKE A
SCREEN SHOT OF THIS PAGE TO SHOW
THAT YOU COMPLETED THE SURVEY IF
THERE IS ANY PROBLEM WITH THE
SUBMISSION. To do this, simply hold the
control button (Ctrl) and hit the print
screen button at the top right of your
keyboard (PrtScn/SysRq). This takes
a snapshot of your screen. Then go to a
Word Document or similar program
and hold the control button (Ctrl) and hit the
"V" key to paste it.Thank you for your time
and we appreciate your interest in our
research study. Please make sure to hit the
"DONE" button below to submit
your answers!
Answered: 177 Skipped: 6
# Responses Date
1 thuza7601 4/26/2016 4:33 PM
2 A2G6VIEWE9AZ57 4/26/2016 4:26 PM
3 A19KERATDH4IE5 4/26/2016 4:20 PM
4 michelledmaietta 4/26/2016 4:16 PM
5 tinyred96 4/26/2016 4:15 PM
6 NateTGreat 4/26/2016 4:13 PM
7 dbzpah 4/26/2016 4:12 PM
8 A3FFL3SSPQL357 4/26/2016 4:11 PM
9 jgriffin055 4/26/2016 4:10 PM
10 A2ON49IBUKAXMW 4/26/2016 4:09 PM
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11 Woods0186 4/26/2016 4:09 PM
12 Batman22 4/26/2016 4:09 PM
13 bananaman69 4/26/2016 4:08 PM
14 apirzad 4/26/2016 4:07 PM
15 A1XLLUF121JAFG 4/26/2016 4:07 PM
16 iheartgirlystuff@yahoo.com 4/26/2016 4:06 PM
17 jillg79 4/26/2016 4:04 PM
18 AH2QYE5ZTXDIC 4/26/2016 4:03 PM
19 bmt353 4/26/2016 4:03 PM
20 vallasac@gmail.com 4/26/2016 4:02 PM
21 MsQotsa18 4/26/2016 4:00 PM
22 danngz87@gmail.com 4/26/2016 3:58 PM
23 A2LOM78TNSAEJ6 4/26/2016 3:57 PM
24 CarrieWilliams330 4/26/2016 3:57 PM
25 A2O8BQ8J1KA5S9 4/26/2016 3:56 PM
26 jgresl426 4/26/2016 3:55 PM
27 kittenrage 4/26/2016 3:53 PM
28 Yankees93 4/26/2016 3:52 PM
29 bis5306 4/26/2016 3:52 PM
30 A19H750R9560C3 4/26/2016 3:51 PM
31 Derek4774 4/26/2016 3:49 PM
32 reviewsterati504 4/26/2016 3:49 PM
33 astromarmot 4/26/2016 3:47 PM
34 BigD69 4/26/2016 3:43 PM
35 breana51@gmail.com 4/26/2016 3:41 PM
36 A2DJ7BZGDFEUHW 4/26/2016 3:36 PM
37 leahbear1 4/26/2016 3:34 PM
38 ibegyourpartin 4/26/2016 3:33 PM
39 totallytotally 4/26/2016 3:33 PM
40 yupyup 4/26/2016 3:32 PM
41 tgwinford3 4/26/2016 3:32 PM
42 josh0515 4/26/2016 3:32 PM
43 A3PIUVA1G25ALD 4/26/2016 3:31 PM
44 AB1129 4/26/2016 3:30 PM
45 A39P7QFA8VPMI8 4/26/2016 3:30 PM
46 A1UNMIB2YFBMMS 4/26/2016 3:29 PM
47 Kinsey 144 4/26/2016 3:29 PM
48 annieanne84 4/26/2016 3:28 PM
49 ANUY2NVLZONUH 4/26/2016 3:28 PM
50 chris1990 4/26/2016 3:28 PM
51 mamueller 4/26/2016 3:27 PM
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52 Bobtailsquid616 4/26/2016 3:27 PM
53 lazu10 4/26/2016 3:25 PM
54 A3SEUVWC42BVF6 4/26/2016 3:25 PM
55 Rosemary Pavlovsky 4/26/2016 3:24 PM
56 Mccok033 4/26/2016 3:23 PM
57 A12ULNKBYXM15V 4/26/2016 3:22 PM
58 A1H5QGIDQG53BW 4/26/2016 3:20 PM
59 Alicia123 4/26/2016 3:19 PM
60 teammca 4/26/2016 3:19 PM
61 gjl333 4/26/2016 3:17 PM
62 jesus 4/26/2016 3:16 PM
63 A1LZKAKD6CZUXS 4/26/2016 3:15 PM
64 joshheld1545 4/26/2016 3:14 PM
65 Jason sloan A25EXLYBJW47AL 4/26/2016 3:12 PM
66 lilblues12345 4/26/2016 3:12 PM
67 satterfieldj2@mymail.shawnee.edu 4/26/2016 3:11 PM
68 joseph11 4/26/2016 3:11 PM
69 AZD2ANJI3FAS4 4/26/2016 3:10 PM
70 Stefanasty 4/26/2016 3:10 PM
71 Broderson 4/26/2016 3:08 PM
72 emaly1021 4/26/2016 3:08 PM
73 02111988 4/26/2016 3:07 PM
74 John7694 4/26/2016 3:06 PM
75 A1JQJAWQ9YWTC3 4/26/2016 3:04 PM
76 winneydagreat 4/26/2016 3:03 PM
77 Carty0705 4/26/2016 3:02 PM
78 wbyers 4/26/2016 3:02 PM
79 Salomon 4/26/2016 3:01 PM
80 currin.7 4/26/2016 3:01 PM
81 SCturker123 4/26/2016 2:59 PM
82 Sean122382 4/26/2016 2:57 PM
83 A1BUPENVNCR968 4/26/2016 2:56 PM
84 Darren1 4/26/2016 2:56 PM
85 msoups99 4/26/2016 2:55 PM
86 A381HNSQ6XXM43 4/26/2016 2:54 PM
87 aggy1234 4/26/2016 2:54 PM
88 crizznitch 4/26/2016 2:53 PM
89 Narendas 4/26/2016 2:53 PM
90 A18NF8979Y607I 4/26/2016 2:53 PM
91 chas1962 4/26/2016 2:53 PM
92 Brys1776 4/26/2016 2:52 PM
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93 Lesley42 4/26/2016 2:52 PM
94 Mike9763 4/26/2016 2:51 PM
95 Patrick123 4/26/2016 2:50 PM
96 noxreduct 4/26/2016 2:48 PM
97 Banana2002 4/26/2016 2:46 PM
98 AN3H5RRMYMN3P 4/26/2016 2:46 PM
99 A20I2XIATTCU9A 4/26/2016 2:45 PM
100 smack412 4/26/2016 2:45 PM
101 Kristyn123 4/26/2016 2:45 PM
102 Adnox 4/26/2016 2:44 PM
103 Livingston 4/26/2016 2:44 PM
104 TurkItAbby 4/26/2016 2:43 PM
105 jenny123 4/26/2016 2:40 PM
106 JasonF42 4/26/2016 2:38 PM
107 Kawboy76 4/26/2016 2:37 PM
108 John131313 4/26/2016 2:37 PM
109 DONE 4/26/2016 2:36 PM
110 LRD2016 4/26/2016 2:36 PM
111 A22JBMOHQKHTSS 4/26/2016 2:35 PM
112 pebbleann 4/26/2016 2:35 PM
113 A1083A0XGQHPIJ 4/26/2016 2:35 PM
114 A1CX684F5TEO5W 4/26/2016 2:34 PM
115 A2Q5WNS0JDRHJZ 4/26/2016 2:34 PM
116 blackwhitegrey 4/26/2016 2:34 PM
117 SM2016 4/26/2016 2:33 PM
118 adpsa21 4/26/2016 2:32 PM
119 CL69696 4/26/2016 2:32 PM
120 bc1965 4/26/2016 2:32 PM
121 Allie 4/26/2016 2:32 PM
122 amj485 4/26/2016 2:32 PM
123 zarath9 4/26/2016 2:31 PM
124 A23EJJFT9S46ZD 4/26/2016 2:31 PM
125 TRICIAG123 4/26/2016 2:31 PM
126 Gail123 4/26/2016 2:30 PM
127 2929 4/26/2016 2:30 PM
128 michelle123 4/26/2016 2:28 PM
129 Kayla777 4/26/2016 2:26 PM
130 ashleyberger 4/26/2016 2:26 PM
131 RedSoxMT 4/26/2016 2:25 PM
132 A3657SNPRC0JJN 4/26/2016 2:25 PM
133 Christina123 4/26/2016 2:24 PM
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134 jumpman8828 4/26/2016 2:22 PM
135 A1R5UJUMN6UJWF 4/26/2016 2:22 PM
136 margaretkkarr 4/26/2016 2:21 PM
137 rachel445 4/26/2016 2:20 PM
138 Hojo21 4/26/2016 2:20 PM
139 A38OFKU6MQYGCZ 4/26/2016 2:19 PM
140 Albert209 4/26/2016 2:19 PM
141 Tub0109 4/26/2016 2:19 PM
142 A34XNJYGX22360 4/26/2016 2:18 PM
143 A2DHVXSGESQDAJ 4/26/2016 2:18 PM
144 Socorro Vargas 4/26/2016 2:17 PM
145 Cassie Day 4/26/2016 2:16 PM
146 A34EAMFHGAJVB6 4/26/2016 2:16 PM
147 barkdull14 4/26/2016 2:15 PM
148 Lori9 4/26/2016 2:11 PM
149 tone252 4/26/2016 2:10 PM
150 Cubsorbust77 4/26/2016 2:08 PM
151 A3HD0J21J007BW 4/26/2016 2:08 PM
152 jennah512 4/26/2016 2:08 PM
153 meganr6080 4/26/2016 2:06 PM
154 A21WQ1E01ZW4MV 4/26/2016 2:05 PM
155 Jules 4/26/2016 2:03 PM
156 bob123 4/26/2016 2:03 PM
157 caithanratty 4/26/2016 2:02 PM
158 Michelle Hairston 4/26/2016 2:02 PM
159 trosh23 4/26/2016 2:02 PM
160 A1LAIN0TM62KP 4/26/2016 2:01 PM
161 A3E3OELJKHW58C 4/26/2016 2:01 PM
162 Jmsmall2908 4/26/2016 2:00 PM
163 mikejack5 4/26/2016 2:00 PM
164 LamarBell 4/26/2016 1:57 PM
165 Wildschwein 4/26/2016 1:57 PM
166 A33AD4O4BU621P 4/26/2016 1:57 PM
167 Dominiquemarie1018 4/26/2016 1:56 PM
168 Mytchf1313 4/26/2016 1:56 PM
169 Shelly Pickard 4/26/2016 1:56 PM
170 Melani253 4/26/2016 1:55 PM
171 Dee246 4/26/2016 1:55 PM
172 Ryan777 4/26/2016 1:55 PM
173 JoshuaLowenthal 4/26/2016 1:55 PM
174 im371 4/26/2016 1:54 PM
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